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—a modern beauty of a pattern 
at popular prices in famous 
Wm. Rogers & Son Silverplate 











Pre-tested across the nation! Acclaimed by students, 
brides, married women of all ages! 








NEW... in its sculptured, flowing lines! 


NEW... Introductory Offer to build extra traffic! 
Pierced relish spoon to retail at 49¢ 


NEW... Introductory Set Combination —63 - piece 
service for 8 to retail at $49.95 

Your Approved Wholesale Distributor Has New 
Sea Spray Now! Ask Him for Complete Details on 
Special Extra Profit Introductory Unit 
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Model also wearing 10 ct. Mar- 
quise diamond ring, 35 ct. dia- 
mond bracelet, 30 ct. diamond 
necklace, 7‘ ct. diamond ear- 
tings. All available on memo. 
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wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


aoeonde foerf( Free 


William levine Com pany 
Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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MARCH 


Are you about branch 
store in a shopping center? No. ? Maybe you 


Whatever your plans, you 


thinking opening a 
before long. 
need to know about what's happening on the 
The examined 
from every beginning on page 62. 
And don't miss ‘What's What in Inventory” 


will 


suburban fringe. subject is 


angle, 
on page 72. You'll see, step by step, how to 
set up records that tell you exactly what you 
have in stock, what's selling and what's lag- 
ging. This constant control will add to your 


profits. 
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{Just Revised) 




















More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 





the § terling Flatware Patterns at your fingertips 








This book is a necessary selling tool. The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 


flatware patterns made by manufacturers in 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 


this country. 


Easy-to-use, this valuable reference book 


has a complete index which lists: 


® the manufacturer's name 


® the current status of every pattern 


@ With binder $27.50 e@ Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BESUPPLIED AT $6.75. 
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Ty | B THE ETERNA: MATIC ~— the selfwinding 
: here S Cd uly watch with the ballbearing-mounted 
rotor — embodies all the salient 
: characteristics of a truly great timepiece: 
In Quality, and ‘rion wen 
: precision, durability and faultless 
styling. The superlative Centenaire and 


Quality Is an Golden Heart models tributes to 


the watchmaker’s art — are, respec- 


tively, the world’s thinnest and 


Eterna Tradition smallest ballbearing-wound automatics. 


bled | Pr BAe 06-1479 
From § 115.00 f. t.1. From § 125.00 ft. 7. 
to § 1000.00 f. t. 7. TL PLL 
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ETERNA: MATIC Centenaire the ETERNA: MATIC Golden Heart the 
world’s thinnest selfwinding watch with center world’s smallest ballbearing-weound automatic 
second — is the modern executive's is the watch with the “‘heart of gold?’ 
trusted timepiece. Its ultra-thin movement, Its distinguishing features are: 1) a unique 
based on radically new principles of design, is 23-K gold rotor that produces powerful 
precise, sturdy and functionally sound in winding action and 2) an over-sized barrel, 
inverse ratio to its thinness. The remarkably mainspring and balance that ensure amazing 
accurate and fashionably thin Centenaire accuracy. Its movement is ingeniously 

has won acclaim in 124 countries of designed for maximum efficiency in minimal 





the world. It is the watch of the hour. space. It is the modern woman’s fashion favorite. 
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ETERNA WATCH COMPANY OF AMERICA, INC., 677 FIFTH AVENUE, NEW YORK CITY 22 
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More proof that K & B leads in style 
as well as craftsmanship! 





in 100% Die-Struck 
Solid Shank Bridal Sets 


fon Zeliiole)i-mahisme) an aiialel eh 


“Perfect Lock ™ 


r all > with the famous “Flip- Grip action ‘ 


CV ) Just like a book page, the sturdy ° 
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in or out with ease. Jewelers ° 
love it. Consumers prefer . 
it. It’s the greatest ° 
[old ol Mel ae a yt 
triumphl @® 





° Patent No 
Se. 2,809,502 


Available with any 


Setting Style 


including 


|; rome Original! And made 
with the high degree of quality 
that distinguishes K & B rings! 
Sharpness of detail and micro- 
scopic perfection characterize 
this group in a way possible 
only with -die-struck manufac- 
ture! Share in the growing pop- 
ularity of single-diamond sets. 
Offer your customers a good 
selection. They will be delighted 
with these sculptured designs 
and you will find selling easier 
and more profitable! 


Retailers! See these sets 
through leading wholesalers. 
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Creators, Designers and Manufacturers of “Perfect Ring Findings” 


niKLA ¢ LEIGH AN 


136 W.52nd ST., NEW YORK 19, N. Y. 
OFFICES IN CHICAGO AND LOS ANGELES 
<> RING DIVISION: FALCON STONE RING MANUFACTURING CO. 
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Gibson covers the complete gift market with a full range of styles, subjects 
and prices in handsomely crafted combination photo-memory albums. In 
addition to acetate photo insert pages and/or grey mounting pages, these 
beautiful albums contain complete, illustrated sections for recording all the 
important memories and data of the occasion. Display them at point of sale 
... Your customers will appreciate the good taste and fine quality inherent 
in all Gibson albums. 
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11 x 11 in, 





G828/3 


Pi a j 
9x 10% in. ie y 15 x 13%, in. 8% «9, in. 


WHEN YOU WERE VERY SMALL OUR FAMILY PHOTOS 


OUR GOLDEN WEDDING ANNIVERSARY 





8x 10% in, 





12%, x 9, in. 


'M A BOY (B435—I'M A GIRL) BABY'S MILESTONES 
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10%, x 8 in. : 


BABY'S SNAPSHOTS 





B208/6 


9¥% x 10% in. 





HAPPY DAYS AT SCHOOL SNAPSHOT ASSORTMENT 
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PICTURES, SCRAPS 'N TREASURES 





Baby Albums * Wedding Albums * , < 
Teenage Books * Musical Albums the 
* Photo Albums * Guest Books »* ¢ ? SOL ae ees 


Jeweled Albums + Anniversary Books FINE ALBUMS SINCE 1872 


* School Memory Albums NORWALK, CONNECTICUT 


¢ WN. Y. Showroom: 225 Fifth Ave. 
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...In graduated sizes for the 

magnificence of the pear, the simplicity of 
the baguette and the elegance of the 
marquise—as required for today’s 

Tea) ekelac-lalael-\ cae 


POINTS 


9000 5001 9002 9003 5004 5005 =) 9009 


BAGUETTE Series C466... available in 10% Iridium-Platinum, Jewelry Palladium, and Gold. 


POINTS 


9013 5014 5015 9016 5017 


MARQUISE Series C467... available in 10% Iridium-Platinum, Jewelry Palladium, and Gold. 


POINTS 


5024 5025 9026 9027 5028 


Series C468... available in 10% Iridium-Platinum, Jewelry Palladium, and Gold, 








EMNMGELHAR OI /INQOUS TRIES. 4INL. 




















rd-Perregaux 


. 
jJifa 











| y 


first and only 
automaticwatch st 


watch movement is the tri- 


umph of many years of research. 


Bs * 
And for you, it is the most sale- 
Wi {| { C | 0 I q able self-winding watch ever cre- 
ated. Laboratory tests prove the 


new Gyromatic 39 performs bet- 
ter, wears longer, services more 


easily, and responds more sensi- 


& 
tively to the most minute motion 
of the wearer. 
oe 


GYROMATIC 39 


Gyromatic 39 will receive the heaviest magazine advertising in GP’s history — 58 big 
insertions throughout 1958. Look for our ads in LIFE, TIME, NEWSWEEK, 
SPORTS ILLUSTRATED, ESQUIRE, NATIONAL GEOGRAPHIC, THE NEW YORKER, 
THE NEW YORK TIMES MAGAZINE and THE CHRISTIAN SCIENCE MONITOR! 
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SALES POTENTIAL UNLIMITED 


Sales of Gyromatic 39 are already booming through- 
out the world. Expect the same reaction from 
your customers when you put it on display. Each 
of Gyromatic 39’s functional jewels is mechani- 
cally integrated into the movement, bringing an 
aura of luxury few customers will be able to resist. 








LIMITED NUMBER OF NEW GP 
FRANCHISES NOW AVAILABLE! 


Because of the development of Gyromatic 39, some 
new Girard Perregaux franchises are available. You 
may be eligible for one in your town. All fran- 
chised dealers get the benefit of GP’s profit protec- 
tion policy. Remember... Your profit is fully pro- 
tected because no one can undercut your retail 
price. Whether or not you’re already a GP dealer, 
you'll want the facts about Gyromatic 39...so 
send today for descriptive literature. 
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oo THE “HEART” OF 
f MOS. _ GYROMATIC 39 
= 1S THE GYROTRON 
WITH ITS 7 
JEWELED ROLLERS 


The Gyrotron “heart” combines the functions of 
an automatic clutch and a rotation inverser, solving 
the problem of converting alternating swings into a 
continuous one-way winding movement. 14 jeweled 
roller bearings — 7 in each Gyrotron wheel — are 
harder than steel and have surfaces so mirror- 
smooth, they reduce friction to the vanishing point. 
Thus, clutches, springs, clicks, and rachets which 
wear down and must be serviced, are eliminated. 


LUXURY STYLING — Gyromatic 39 is avail- 
able in many styles of men’s watches starting at 
$125 in durable stainless steel. 


F-10 

14K gold with 
mirror-lapped, 
imported casing, 
$250. 


F-11 

14K gold, 

$225. In 14K 
gold-filled (F-12), 
$150. 


F-14 

Calendar watch in 
stainless steel, 
$135. 


F-15 (shown at upper left) 14K gold-filled, $150. In 14K gold, imported casing (F-16), $275. 
All Gyromatic 39’s are shock-resistant, waterproof, and have 18K gold-applied hour markers. All prices include Fed. tax. 


GIRARD PERREGAUX Fine Watches Since 1791 


610 FIFTH AVENUE, NEW YORK 2O, N. Y. 
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IN CANADA: 1405 PEEL STREET, MONTREAL 
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“ILLUSIONAIRE” CUFF LINKS 


They Float Magically on the Cuff! 


Greatest advance in cuff link engineering! ar OP 


* EVERYTHING about “Illusionaire” Cuff Links 

and “TRIM-FIT” Engineering is new! And, EVERYBODY is 
looking for something new! Put these two facts to work for you and 
you'll profit a-plenty! Just do two things now. First, 

read the panel at the right — and think a bit. Then, get your 


distributor on the phone — tell him to hurry! 


TRADE MARK 








CALIFORNIA 

The Bali Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 

Simon Green Co., Los Angeles 

Phillip Wolman Co., Los Angeles 


* S. M. Mickelson Co., San Francisco 
¢ c J 5 Morgan & Allen Co.. San Francisco 
COLORADO 
eR A. ©. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance W. & jirs. Sup. Co., Washington 


yA? r r a on " aa fy? ; / FLORIDA 
(uarantees a Trim, Crisp Appearance: FLORIDA 

Dunn & Ewbank inc., Tampa 
GEORGIA 
Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 
ILLINOIS 
A. C. Becken Co., Chicago 
A. C. Becken ir., Chicago 
The Bali Co., Chicago 
Lossau & Kramer hicago 
Pakula & Co., inc., Chicago 
Stein & Ellbogen Co., Chicago 
INDIANA 
Baidwin-Miller Co., indianapolis 
KENTUCKY 
Erwin Neuman inc., Lexington 
Gieeson Jewelry Co. tnc., Lowisville 
LOUISIANA 
J. C. Wilfert Co., Crowley 
MARYLAND 
M. Kohner, Inc., Baltimore 
MICHIGAN 
A. C. Becken Co., Detroit 
Stein & Elibogen Co., Detroit 
The Gorenfio Co., Detroit 
MINNESOTA 
The Bali Co., Minneapolis 
C. E. Roal Co., Minneapolis 
S. H. Ciausin & Co., Minneapolis 
MISSOURI 
Edwards & Co., Kansas City 


a ORDER TODAY 
/ from these 
Anson Distributors 
e Oe cacuits to, thane 


wm. P. Mahne Sliver € eo. St. Lowis 
NEBRASKA 

¥. J. Safford Co:, Lincoin 

NEW ENGLAND AREA 

i. Hg s Sons, Inc., Boston 

G. F. Crook Co., Providence, Rhode Isiand 
j. A. Silver Co., New Haven, Connecticut 
GREATER NEW YORK AREA 

Berwin jeweiry Co. inc., New York 
NEW YORK STATE 

H. Poiner inc., Buffalo 

A. Winkeistein inc., Elmira 

Hyman M. Cohen, Rochester 


Order all these 3 fast-moving assortments —to Sell Big! NEW JERSEY 


{Branch Office, Sole Franchised 
Distributor, State of New Jersey 


STONE DESIGNS SPORTS MOTIFS TAILORED DESIGNS ne ait 
The Bali Co., Chariotte 


UNIT 608 /58H UNIT 610/58H UNIT 609/58H Shuokin-Retchin Inc.. Charlotte | 
12 Asst. $3.50 Links 12 Asst. $3.50 Links 12 Asst. $3.50 Links OHIO ? 
. ., Cinci ti 
(6 Gold Plate—6 Rhodium) (6 Gold Plate—6 Rhodium) n é Schwab Sons inc. Cincinnati 
witz reqma a 
TOTAL RETAIL — $42.00 TOTAL RETAIL — $42.00 TOTAL RETAIL — $42.00 Joseph Scule & Co., Columbus 
Oklahoma Ross Beck Co., Okiahoma City 
OREGON 
Butterfield Brothers, Portiand 
PENNSYLVANIA 
Brown & Son iInc., Philadelphia 
j. 8. Bechtel & Co. Inc., Philadelphia 
. ‘ J. &. Tessier. Philadeiphia 
Tastefully packaged in a new : Superior Jewelry Co., Philadelphia 


‘6 J sanatra’”? ace cli ¢ i Siggerd & Co. inc., Pittsburgh 
Illusionaire” gift case, slim and \ rn mekein Ga. hon 
on 


compact — made entirely of steel . = Phillips Co., Scrant 
and covered in rich-looking black ' ~ — TENNESSEE 
»s re > - te he Sandown x Kenda it, Memphis 
leatherette. : — . A. C. Becken Co., Nashville 
; C. B. Peterson Co., Nashville 
TEXAS 


COMPARE THESE <j a = ies creece co oe 


Wm. R. Katz Co., gee 


SELLING FEATURESS | SB 
Decker Jewelry & Co., oe et coe 
S. H. Clausin & Co., Sait Lake City 


NEW I thinking in “Illusionaire” design sparked by ’ —— Sp 
current. out-of-this-world “space-age concepts. WASHINGTON nmond 
Albert Spring & Son, Seattle 
: Simon Golub & Sons, Seattie 
NEW ! “TRIM-FIT” engineering to insure perfect cuff alignment that gives Mpg ny ym | 
that made-to-order look Simon Golub & Sons, Sonne 
WISCONSIN 
M. Weingrod Co., Milwaukee 
HAWAII 
Edward 0. Sultan Co., Honolulu 





NEW ! co-op ad plan that goes 50-90 with you in telling your people about these 
‘“Tllusionaire” Cuff Links so that they will come in to your store. Ettingers Wholesale jewelers, Honolulu 


new 





Chatham Cultured Emerald 
set in platinum with 
diamonds. $600 


Chatham Cultured Emeralds 
set in yellow gold with 


diamonds, $600 Chatham Cultured Emerald 


set in white gold with 
diamonds. $200 


Chatham Cultured Emeralds 
set in yellow gold with 
cultured pearls. $370 


Chatham Cultured Emeralds , i * 4 
set in platinum with 


diamonds. $3850 


~ 


Chatham Cultured Emerald 
set in white gold with 


" ’ ‘ 
aig Tw 
diamonds. $800 oi — —_— | , 


; 


~~ 


o 


CHATHAM CULTURED EMERALDS 
can be compared ... but only with natural 
K emeralds. You won't be able to tell the 
Chatham Cultured Emeralds difference ... Chatham Emeralds have 
diamonds. $1750. every scintillating characteristic of 


ea 


- CHATHAM CULTURED EMERALI 


a iy - 


THIS AD APPEARING IN VOGUE MAGAZINE (MARCH) 
WILL BE READ BY MORE THAN 214 MILLION WOMEN 


All prices Keystone $600 pin by Gold Bros., N.Y. 
The fashion and stvle conscious women who read this ad $200 ring by Kirchner & Remish, Minneapolis, Minn. 
are going to ask to see Chatham Emeralds—and they are $600 rine by Green & Co., N.Y. 
going to ask you to show them. For a memorandum selec- $850 ring by Jones & Woodland, Newark, N. Jj. 
tion and further information on how you can promote this $800 ring by F. & F. Felger, Newark, N. J. 
profitable stone write: Dept. A. Chatham Cultured Emeralds. $1750 bracelet by Wm. Chalson & Co. N.Y C. 
580 Sth Ave. N.Y.C. A division of Ipekdjian. Ine. $370 pin by Fisher & Co., Newark, N. J. 





By popular demand— 


the RONSON “Pe 
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ON 
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New Feminine-Styled Purse Lighter! 


INTRODUCTORY OFFER! 6 stunning new RONSON “Petite” 
Lighters on the luxurious “Royal Pillow” presentation display. 


YOU GET RETAIL 


2 Bright Finish...@$7.95 . $15.90 
1 Satin & Bright Finish 8.50 
1 Engraved Design.... 8.95 
1 Florentine Finish.... 9.95 
1 Pearl Enamel. .... cs.ese. 10.50 

Total Retail Value ........... $53.80 

You Pay (at regular discount) . 32.28 


YOU MAKE................. $21.52 


Plus — Elegant ‘Royal Pillow’ display for your showcase or window. 








f (OTOVAT p= & 40C0 
CTol ONE, MARCH 1958 





WOMEN “SOLD” ON NEW RONSON “PETITE”! 


Here it is—the dainty, purse-size 
lighter women have been demand- 
ing. Now, for her alone, Ronson 
presents the charming, luxurious 
‘‘Petite,’’ each in its own lovely gold- 
flecked gift box. 





Lighters fully guaranteed by Ronson 
with a full year free service policy! 





maker of the world’s greatest 
lighters and electric shavers. 








Illustration from color slide film based on our research study, The U.S. Watch Market Today 


nean more to the public than watch repairs. It should persuade people 
that the jeweler is a better, more specialized merchant than his non-jeweler competitors. And 


support the time-honored slogan: ‘‘For the gifts you'll give with pride, let your jeweler be your guide.” 











at Watch Inspection Time—March 10-22 
and throughout the year! 


lt CAN HAPPEN IN YOUR STORE, time after time. 
\ customer comes im to have his leweled lever watch repaired, F0eS Ol with a fine 
neu jeweled lever watch. 
fora jewelry store with a well-run Service Department can build confidence and 
sales like nobody's business—but yours! And Watch [nspection lime is the time to 
start building them. 
Most of the customers who need your watch repan service need new wal hes as well. 
Over 30°) of all American adults wear watches that are 10 vears old—or older. 
And another 40°, own spare watches that are rarely in working condition. 
Who 1s best equipped to tell these customers about the latest fashions and features In 
jeweled-lever watches? Lo explain why jeweled-lever watches can be repaired and kept 
in good running order? To sell up at the bench: 


You are—the jeweler-watchmaker team! 


- = iL. a acdisart ‘ - . il anal o j dar a Viwaet $a : Teall 443 (oO 
That’s why our advertisements in Look and Reader's Digest feature your advice 


. ss 24 ~ ‘ — — “= " ) > oy. stiles a . ye arr i + | " 
counts—exactly as shown in the illustration and text Deiow. 


Your jeweler can tell you it’s the combination 
that counts: when the word “Swiss” appears 
either under the number 6 on the dial, or 
on the movement—and it’s a fine jeweled- 
lever mechanism inside. And he can also 
explain exactly why the beginning of a fine 


watch is the jeweled-lever movement itself. 


why our new signature calls attention to jeweled-le er watches —the type that 


brings you the greatest prestige and profit: 


line 
THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF lOO LA 
Swiss Watches 
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Now—A NEW CATALOG 


contraining our 


. 


wow! COMPLETE LINE of 
s. STOCK JEWELRY BOXES 


Youll find a box to suit 








every requirement—all 
expertiy designed and 
tastefully finished . . . in 


stock ready tor vou. 


Wholesalers On, BOX co. 


~<a gr segan, seg betes 523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


“The Medal 
of the Month ” 


Catamore Medals 
handsomely crafted of 
precious sterling silver 
and the finest, distinc- 
tive, most beautiful 
original designs. Sales 
are bound to increase 
and profitably. 


CROSSES 


Beautifully hand-engraved, three-color crosses in 1/20 12K G. F. with 
18°’ chains. Shown actual size. Luxuriously gift packaged 
P No. 5785. Q No. 5786. R No. 5787 


RIPLEY & Mi Attleboro 
GOWEN CO., Inc. ai Massachusetts 


eading Wholesalers 





Remembrance 
Bracelets 


ina wide variety 
of chain designs 





Available in 
a, Sterling Silver * 1/20-12 K.G.F. 
rs 10K and 14K 





SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. © Providence, R. I. 
NEW YORK + CHICAGO + LOS ANGELES 











MARCH 
BAND OF 
THE MONTH 


CATALOG NO. 153 
Distinctively new in the Watchbands line, this handsome, modern watch 
band available in !{/20th I0Kt. Gold Filled or Stainless Stee! top 
shells, with straight or curved ends 
Ask your wholesaler to show you our compi/ete line of men's 
ladies’ and children's woatchboands and expansion idents 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 











irons and Russell’s 


EMBLEMATIC RINGS 


Eastern Star with 5 spinels, 10 K 
gold and synthetic stone points. 


No. R850 
$36.00 each Keystone 


Rainbow Girls, beautifully en- 
ameled, 10 K gold. 
No. R818 
$14.25 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 
Emblems since 1861 


through your Wholesaler 








Sellebrate with Jew' 


ie 


4 E. att %. 


on Send 





Dedicated to You, the Retail Jeweler... 


J-B’s 50 Millionth Watch Band was born a few weeks ago! & It was created in 


14K gold—a gift to the longest-active retail jeweler, whom we invited to celebrate 
with us. Just as this 50 millionth watch band symbolizes J-B’s vears of 
leadership’, the recipient represents thousands of retail Jewelers whose friendship 


has made that leadership possible! 2 » To those retail jewelers, we dedicate 
J-B’s 50 Millionth Watch Band SELLebration! 


*The world over, more retail jewelers sell more J-B bands than any 
other brand! And all J-B bands are American-made—all made in U.S.A.! 








To Stop Them at Window...Sell Them at Counter- 


the most exciting array of self-selling merchandising units ever made available 
at one time by a watch band manufacturer! Showing magnificently crafted watch 
bands for every man and woman who enters your store—bands with J-B’s exclusive, 
patented Multi-Size feature, the original and best self-sizing! Intriguing Mystery 


Window Display, and many others! All dedicated to you— 


To Help You Make New Sales Records in ’58! 
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WATCHMATE “TRIO”-T 3 


9” x 3” x 714” HIGH 


Small and compact, strong 
on impact! 3 Watchmates- 

2 men’s and 1 woman’s-—fit 
neatly into gleaming, jet 
black, plastic base that 

is deeply etched with golden 
message. The display is free, 
of course. 3 Watchmates, 
Keystone—3$23.80 ; 
FTI—$25.85. 


WATCHMATE LEAF 
DISPLAY-LD 5 


8” x 334” x 9” HIGH 


Plant this rich, colorful J-B 
merchandiser in your window 
and watch your Watchmate 
sales pick wp! No charge 

for display. 5 Watchmates 

(3 women’s, 2 men’s), 
Keystone—$38.20 ; FTI—$41.30. 
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stop traffic...charm them in with this magic salesman! 





J-B MYSTERY MOTION 
DISPLAY-M 24 


10” x 5” x 10” HIGH TRAYS: 1334” x 734” 


One of the most novel motion displays 
ever! Stops and mystifies sidewalk 
traffic! Mysteriously, out of the snake 
charmer’s basket, a watch band 
repeatedly rises, expands, and lowers 
back into the basket! Packed with 
‘“come-in” appeal—2 dozen best-selling 
J-B bands—6 on display, 18 on two 
golden wire trays with 9 bands on each 
tray (1 tray’easel-backed for further 
display). Display and trays our gift 

to you. A must for your window. 

2 dozen bands. 






































DIAMOND LADY DISPLAY- DL 6 


8” x 3" x 7” HIGH 


Sure to attract the fashion conscious! Golden frame 

and easel support a black velvet pad—a rich background 
for these exquisite rhinestone set expansion bands. The 
display is free with your order for 6 Diamond Lady bands- 
2 yellow and 4 white. Keystone—$58.80; FTI—$65.70. 
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LINK WATCH-BRACELET 
DISPLAY-L 4 


61/2” x 3” x 834” HIGH anne 

4 ladies’ link bracelets on crimson pad set in molded frame 
with decorative golden motif. Display without charge. 

4 women’s watch-bracelets. Keystone—$15.60; FTI—$18.00. 


SERENATA 
SUEDE ASSORTMENTS 


6” x 12/2” 
J-B 55—6 straps, assorted colors; 

J-B 56—6 straps, all black. Patented 
End-O-Matie ends and fittings in white 
and yellow. Full-color display card. 
Keystone—$16.20; FTI—$17.70. 


CHERIE 
LIZARD ASSORTMENTS 


1134” x 7/2” 


J-B 57—6 straps, assorted colors; 

J-B 58—6 straps, all black; 

J-B 61—6 straps, all white. Patented 
End-O-Matic ends and fittings in white 

and yellow. Full-color display card. A 
Keystone—$18.00; FTI—$21.00. 


SERENATA 
PRESENTATION BOOK-S 24 


OPEN: 15” x 11%” CLOSED: 71/2” x 1114” 


An open and shut case for best-sellers! 
Padded front cover; bound in simulated 
ostrich. And it’s yours, free. 24 regular, 
long and short straps in black suede. 
Patented End-O-Matic ends and fittings 
in yellow and white. 

Keystone— $64.80; FTI—$70.80. 








Tray No. 1— 
12 women’s 
full expansion 
watch bands 
for all lug, 
sports or 
nurses’ 
watches. 







Tray No. 2— 
11 women’s 
expansion 
combination 

| bands plus 

| 3 nylon cords. 








Tray No. 3— 
12 women’s 
telescope 
bands. 





Tray No.4— spt NO ; DELUXE 

ae pends GEC PRESENTATION-SL 7 
(6 women’s, . Vale Se 5 1412” x 8” x 13” HIGH 

6 men’s) | ' 
featuring 
ladies’ snake 
series and men’s 


Your own watch band 
department, with a complete 
range of styles and prices—the 
Jewelers’ Best watch band line! 


combination Completely portable—and with 
a Seen that elegant luggage look! 
bands. 7 trays lined with velvet in 
various pastel shades—a worthy 
setting for J-B bands. Efficient 
Tray No. 5— inventory control unit with band 


identifications and pictures 
on the back of each tray. Case 
and 7 trays are free with your 


11 men’s gold 
filled watch bands. 








< a% * eS” . order for the SL7 assortment 
. .\ : AS a of 83 bands (44 women’s, 
Tray No. 6— .% > 39 men's). SL 7 can be purchased 
11 men’s ~~ o with or without Trio or 
gold filled 7 Photo-Vue Ident Displays. Y 
bands. Keystone—$551.00; FTI—$635.00. 
Trays of bands may be purchased 
| . | individually also. 

Tray No. 7-— ~> ee Niza Tray No. 1—Keystone, $68.90; FTI, $79.50 
11 men’s \ : | wn Tray No. 2—Keystone, $88.10; FTI, $100.40 
stainless steel \ aE Tray No. 3—Keystone, $78.70; FTI, $95.05 
bands. YF Tray No. 4—Keystone, $81.40; FTI, $92.05 


Tray No. 5—Keystone, $71.90; FTI, $84.10 
Tray No. 6 —Keystone, $101.10; FTI, $118.45 
Tray No. 7 —Keystone, $60.90; FTI, $65.45 
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The Merdect Ob Fi Sony We’ 
PHOTO VUE IDENTS 





PHOTO-VUE IDENT 
PRESENTATION CASE-PV 12, 


CASE: 13%” x 7” x 2%” HIGH 


Gives you a complete Mu/ti-Size Photo-Vue 
Ident department! Each ident is mounted 
on wrist size collars nested in luxuriously 
draped champagne velvet. This 

attractive case plus 12 gift boxes are 
included free with your order for PV 12 
assortment: 7 men’s, 5 women’s Multi-Size 
Photo-V ue Idents. 


GOLDEN WIRE PHOTO-VUE 
IDENT DISPLAY-PV 66 


DISPLAY: 7” x 6” x 642” HIGH 


Gleaming, golden wire display spotlights 
fastest-selling trio of Multi-Size Photo-Vue 
Idents in gift boxes. Display plus 6 gift 
boxes go along free with assortment 

of 6 idents (4 men’s, 2 women’s). 
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The Jewelers’ Best Resource is the Wholesaler 


His inventory is yours — frees your capital, increases your turn-over! 
His wide assortment is yours — helps you attract customers, keep them! 
His interests are yours — not a manufacturer’s; his counsel’s impartial! 
His merchandising knowledge is yours—where, how, why, what’s selling! 
His influence is yours —getting you maximum manufacturer-cooperation! 
His time is yours—saves you buying, correspondence, bookkeeping time! 
In general, you can bank on him— because his success depends on yours! 
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JEWELERS’ BEST 


beautify your watch 


STOP them at window! ae = 
SELL them at counter! 


J-B MYSTERY aa DISPLAY 
—M 24 


Novel motion display . . . Stops side- 
walk traffic! Watch band rises, ex- 
pands, and lowers into basket! 2 dozen 
bands — 6 on display, 18 on two wire 
trays. Display and trays... Free. 

Keystone — $173.80 FTI — $196.45 


A\— 


MV aitthoty a 


MEN & WOMEN 


WATCHMATE LEAF DISPLAY— 
LD5 


Pick up Sales with colorful merchan- 
diser . . . 5 Watchmates (3 women’s, 
2 men’s). Display . . . Free. 

Keystone — $38.20 FTI — $41.30 


GOLDEN WIRE PHOTO-VUE 
DISPLAY — PV 66 


Golden wire display spotlights trio of 
MULTI-SIZE Photo-Vue Idents. Dis- 
play and 6 gift boxes... free with your 
order for PV 66: 4 men’s, 2 women’s. 
Keystone — $53.70 FTI — $60.35 
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DIAMOND LADY 
DISPLAY — DL 6 a cealiaiielh WATCHMATE 


Golden frame sup- ns - ' “TRIO” — T 3 

ports black velvet Small and compact... 

pad...shows 6 rhine-  ™ Digond Sadly 20> 3 et ae —2 

stone set bands. Dis- anaviaiTn mmeTonsosy Exianmon Bano fe men’s, 1 women’s — at 

play...free with your ay —— oo fit. 

order for DL6; 2 ase. Display...Free. ma) eee) et 
Keystone — $58.80 | pe oe FTI — $25.85 eee 


FTI — $65.70 an aren 
; eit Jewelers’ Best 


CHICAGO, ILL.....22 W. Madison Street 
DENVER, COL 511 16th Street 


DETROIT, MICH 220 Bagley Avenue 
. ‘ NASHVILLE, TENN.....315 4th Avenue N. 


CINCINNATI, OHIO 37 W. 7th Street 
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Why does a 70-year-old supplier break with tradition? 
What does the change at E. W. Reynolds Company mean to YOU? 


By now it is widely known that E. W. Reynolds Company, 70-year-old whole- 
Sale jewelry firm, has made a major change in its operations. The San Fran- 
cisco Division has been consolidated with the headquarters Division in Los 
Angeles. The Phoenix Division continues to handle all the traditional whole- 
Sale lines of jewelry store merchandise, but in Los Angeles they have all 
been discontinued except for diamond and stone rings and watches. Where 
does E. W. Reynolds Company go from here? 





During the past 10 years retailers have been plagued by the growth of the so- 
called "discount house." This type of operation isn't new to retailing. Cut-rate 


Stores have always existed in every phase of merchandising, but not to the extent 
of recent years. 


There is nothing wrong in "Selling for less" if there are legitimate reasons for 
doing so--lower overhead, volume buying, more efficient operation, for example. 
These, however, haven't been the basic elements in successful "discount house" 
operation. What has given them strength is large scale advertising and restricted 
service to customers. 








The retail jeweler offers advantages which the "discount house" can't match: 
service, dignity, assurance of quality, and so on. The problem is how to get 
the prospective customer into your store so he can be exposed to these advan- 
tages. THE ANSWER IS LARGE-SCALE PROMOTION, HERETOFORE NOT AVAILABLE TO THE 
AVERAGE RETAIL JEWELER BECAUSE OF ITS HIGH COST. 


Here, then, is where E. W. Reynolds is going, and what it means to you: 


* A large new promotion department has been established with headquar- 
ters in Los Angeles. It has created mailers, ad mats, sales promo- 
tions, catalogs and aids of the very sort the average store has not 
been able to afford. These have been tested, during the past year, and in- 
variably the results have meant more business, more profits for re- 
tailers using then. 


* Many more of these promotions are in work, to be used by all retailers 
in gaining added volume in diamond and stone rings and watches. 

* ALSO READY ARE POWERFUL PACKAGED MERCHANDISE PROMOTIONS WHICH CAN'T BE 
SHOWCASED BY THE "DISCOUNT HOUSE"--AVAILABLE TO ONE RETAILER IN EACH 
COMMUNITY. 


YOU, wherever youare, may have the full benefits of this powerhouse promo- 
tional program which moves customers into your store, moves them to buy. 





Though this program definitely will help to increase your fall and Christmas busi- 
ness, it's also a year-around program. It will help to lift off-season sales-- 
and your profits--out of what have been off-season valleys in the sales chart. 
Reynolds is now "national"--to help YOU. You will benefit by writing today for 
the full story. Address 





JACK RESNICK 
5550 HARBOR STREET, LOS ANGELES 22, CALIFORNIA 
Telephone: RAymond 3-6771 














DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 
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’ MATCHED WEDDING RING SETS 





Barel Bridals are Hand Carved Matched Wedding Ring Sets of 


unmatched pride and everlasting beauty. 











Each one is daringly designed to distinguished its wearer. Each one 


is genuinely Hand Carved with the meticulous craftmanship that is 






traditional with renowned jewelry designer Fred Barel. And each 






one is a prestige-builder that sparks new sales, 






insures repeat customers. 






The Barel signature (A appears in the 





shank of every ring, to assure you of a 






genuine Hand Carved original. 





exclusively designed by 


pueblos 


Sold directly to the retailer 
by the manufacturer 








Free mats available 
upon request. 







24-Hour Service on all Special Orders 





BRIDAL RING COMPANY, INC., 87 nassau street, NEW YorK 38 


JFWFIERS’ CIRCUIT AR_KMEYSTONE MARCH 1959 









The most profitable deals 
in electric clock history! 





graham 
« 


announces two ‘Baker's Dozen’ 
deals that give you a gross 
profit of more than 50%! 
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o dealers who have not enjoyed the sales 

benefits of Ingraham’s fast-moving, new 
line of electric clocks, here’s a golden oppor- 
tunity to really cash in on extra profits. 


Until April 30, Ingraham offers two “Baker’s 
Dozen” deals—you pay for twelve clocks, you 
get FREE a clock retailing for $9.50—and 
either deal gives you a gross profit margin of 
more than 50%! 

All of the models comprising these two spe- 


* 
*Baker’s Dozen Deal (A-6) 


You buy 12 fast-moving Ingraham electric alarm 
clocks, retailing from $3.98 to $7.98. 


Your Cost: $45.86 


cial deals have been selected on the basis of 
nation-wide sales demand. All of them have 
the smart, trim-line styling that has put the 
new Ingraham electric line in a class by itself, 
all of them are powered with Ingraham’s ex- 
clusive super-silent, dependable Synchro-Dyne 
Motor. 

Choose the deal that suits your customer 
wants best—call your Ingraham distributor 
(or write us for his name)—and you're in 
business! 


* 
*Baker’s Dozen Deal (KA-5) 


You buy an assortment of 8 popular Ingraham 
electric alarms (retailing from $3.98 to $6.98) 
and 4 Ingraham kitchen wall clocks (retailing 


from $3.98 to $8.98). 
Your Cost: $42.88 





FRE: with either deal, this beaut 


you upon receipt of the postage-paid 





a 


iful 


Ingraham “Empress” electric alarm, sell- 
ing for $9.50. It will be shipped direct to 


re- 


quest card included with each assortment. 





YOUR GROSS PROFIT= 50% 
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Remember, too, the four profitable In- 
graham display deals that include FREE, . . 
COLORFUL wall or counter units that TODAY mail this coupon 


help build fast impulse sales. 


THE E. INGRAHAM CO., BRISTOL, CONNECTICUT 


Please ship the following through my Ingraham Distributor 
_____ Baker’s Dozen Deals A-6 ____. Baker’s Dozen Deals KA-5 
STORE NAME ..... 
INDIVIDUAL . 
ST. & NO. . 
City ... 
IE - deerttsniccinsnsnins ilinnes 
MY INGRAHAM DISTRIBUTOR IS |... 


SINCE 1831 


graham 
BRISTOL = CONNECTICUT 




















REGISTERED 





...- for more profitable diamond ring sales 





DISPLAY NO. 5158 








Beautiful window displays 

19 different, outstanding sales helps 
Powerful national advertising 
Protection against loss 

Trade-in privilege 

Permanent registration 


CO., INC. @ SYRACUSE 2, N.Y. 


YNAMIC 


1s the watchword for [ayo 








The watch that is years ahead in advanced design and accurate performance 


Distinctive ...as well as dynamic! New dial... new 
bezel ... new location of name... new ultra-thinness. 


Here is modern watch styling and performance other 

watches will not duplicate tor years to come. 

DOXA has drawn the bare expression of simple line 

ind transtormed it into a masterpiece that 1s worthy of 

the name DONA. 

\nd beneath this extremely modernistic face of beaut) 

he most highly accurate watch ever created. 

DOXA GRAFIC reflects the reliability of the store 
which it is sold. And the DOXA GRAEIC emphasizes 

the personality of the man for whom it is bought. 





I 


\vailable in solid gold, gold filled or stainless steel. Anti- 
magnetic and shock-protected movement to retail at 
POO up. 

DOXA is a 100% Swiss Watch—made and cased in 
Switzerland and imported to the United States complete. 
Keputable jewelers in selected communities are now being 
appointed. Your interest is invited. 


DOXA ... the watch that keeps up with the time. 


Doxa Watch Co., Inc., 665 Fifth Ave., New York 22. N. Y. 





JEWELERS’ CiIRCULAR-KEYSTONE, MAR 














O4-...the 


ee 


WATCHBANG 


cwiTCcH FROM 


~~ 


ive” 


Cont OE t HO nol 


» oP 


low 
pate 





yr 


erty a 


. ; ver ’ 


> 775 


TO FLEX-LET 
free all that 
DEAD STOCK . - 

ATE ALL THAT MER who 
7 om casH—yet SELL EVERY — om 
PRECION our store --- hecaes* sna is live and 

sonnet every hand in your inventory !s 
MATIC m 


salable. 
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SLIDING LOCK SIZE-0-MATIC 


5 K — a Never again will you stock a 
Pa F &. band you cannot sell. No 
more stocking longs, regulars 
or shorts: one band fits ‘them 


A : x i? all! It’s so easy: UNLOCKS 
YL WYK’ with a single stroke... 
2 N\A \- ADD OR REMOVE any number 
Ae of links (not just one or 
* : — — two!) LOCKS and stays locked 


with a single stroke. 


ONE LADIES’ BAND FITS THEM ALL! 


All links (not just one or two!) separate 
for size adjustments! No more stocking 
longs, regulars and shorts! 


FLEX-LET 


Corporation 
580 Fifth Avenue, New York 36, New York 
In Canada: Guildcraft, Ltd. 119 Adelaide St. W., Toronto 
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SWITCH TO FLEX-LeT 
and yoy ALWAYs MAKE 


PR THE 

noe IT. ee Of Flex-L ey mee a nan 
aS NO L| ‘U- 

Wrist MITATIONS; 





FLEX-LET’S 


UN SWITCH 


SWITCH FROM 








Z ewiTCH TO FLEX-LET 
FLEX-LET MARK-UP puts right im your 


h 
ONE DOLLAR MORE PROFIT on aie 
a“ ou -sell! What's more Flex- 


jeweler. - 
ull FLEX-LET MA 


hecause the 


uc 
pocket as m 
and every watchband y 


sells DIRECT 10 = 
No jobbers: You get mt 
Flex-Let lets you keep !- 


_No distributors! 
RK-UP, and 


GIVES YOU THESE EXCLUSIVE FEATURES! 


INTERCHANGEABLE ENDS 


Completely ‘interchangeable ends’’ 
mean your Flex-Let inventory is 
always ‘“fresh-as-cash’’! 

Interchange any curved with a 
straight end! Interchange any end 
with any 5/8”, 11/16”, or 3/4” end! 
Interchange ends of any $4.95, 

$5.95 or $6.95 bands with ends of 
any $9.95, $10.95 or $11.95 band! 





Send for your free 





BASIC INVENTORY CONTROL PLAN 


The famous FLEX-LET 


for the life 
of the 
watchhand 


e creates more 
watchband sales! 






Flex-Let Corporation 580 Fifth Avenue New York, New York 


C) With no obligation send me the Flex-Let Basic Inventory Control Plan, to help 
me better manage my watchband department and make maximum profits. 


[] Yes ... have your salesman call on me when he is in my area. 


STORE NAME 


ADDRESS 
CITY 
ORDERED BY 
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This is the most important and 


vital development ever made about of Flex-Let superiority! 






ladies telescopic bands! It’s PROOF 


that every ladies SIZE-O-MATIC 
telescopic band you stock should be 
a Flex-Let band! 
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STRENGTH YOU CAN SEE! _ 
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LADY LEE 
STYLE NO. 230 — 1/20 10K. Yellow or white. 


retails $7.95 ye 
A) 4 ee | Tic Your PLUS Profit Keystone $5.70 





retails $6.95 T. I. 
4 oe Your PLUS Profit — Keystone $5.20 


DEMI y = 
STYLE NO. 210 — Gold Filled — 1/20 10K. | aad " 
Available in Yellow, pink, and white. 4 — 3 _— 4 


these GOLDEN STRAND seas 


STYLE NO. 275 — 1/20 10K. Yellow, pink, or 
white. 

retails $7.95 y oe 
SIZE-O-MATIC Your PLUS Profit —— Keystone $5.70 





CHIC —. 
STYLE NO. 284 — Gold Filled — 1/20 10K. +00 a ? 
Available in Yellow and white. ° bee or 
retails $9.95 T. I. bs S— = aiiies — yO | 
SIZE-O-MATIC Your Pius Profit — Keystone $5.90 ica Toe Eo 





F LA BAGUETTE 

[FX iF 580 Fifth Avenue, New York 36. New York STYLE NO. 220 — 1/20 10K. Yellow y? mute. 

" | retails : » 
In Canada: Guildcraft, Ltd. 119 Adelaide St.W.,Toronto SIZE-O-MATIC = Your PLUs Profit — Keystone $7.00 



















you will stop merely stocking crosses 








and will start really selling crosses 





from the moment you adopt 
/FLEX-LET’S. Complete merchandising program! 






/ e Flex-Let’s 2 Flex-Let’s 


e Point-of-Sale 
Advance Package . Cross . Sellector- Unit! 


3. Flex-Let’s 


Show and Sell o Flex-Let’s 


Fabulous Display! 


Showcase Tray! 





turn please) 





































+500 FLEX-LET CROSS 
SELLECTOR UNIT. 

Displays 24 CROSSES at one time! 
Beautifully designed in luxurious 
leatherette and white satin 
highlighted with gold printing. 


Se Be ae 


When you make the 
sale, place the pad 


ap: 7 7 | + wu La i TUCO Mao cma 
eS ¢ #% 
| ie ite — co “<a At package. 


—w ee PRETTY, It’s yours FREE with 
s. ~ each order of 4 dozen. 


A complete 
"CROSS DEPARTMENT" 


+] : | ‘|| in one unit! 


: ee. Be, oe nee 


> 


Gives you perpetual Inventory Control 
SERIES 1106 













SERIES 1005 SERIES 3201 
. s ¥ 





ek i 


Ig styles in Series, 1/20 STERLING SILVER. 5 styles 8 styles in Series, 1/20 G.F. 


F. Beautifully hand en- in Series. Deeply hand en- Classic designs hand en- 
graved or engine turned. graved. graved or engine turned. 
Retails $4.95 plus tax Retails $4.95 pilus tax Retails $5.95 plus tax 
Your PLUS profit Your PLUS profit Your PLUS profit 

Keystone $4.20 Keystone $3.90 Keystone $5.00 





SERIES 3301 SERIES 1201 SERIES 2003 SERIES 2104 
. “ - 7 





STERLING SILVER. 5 styles 5 styles in Series, 1/20 G.F. 9 styles in series. 10K Gold. 8 styles in series. 10K Gold. 
in Series. Distinctive de- Superb craftsmanship. Hand Yellow or white. The height Yellow or white. Superbly 
signs plus hand engraving engraved or engine turned. of the hand engraver’s art. hand engraved or engine 
at its best. Retails $6.95. plus tax YOUR COST turned. 

Retails $5.95 plus tax Your PLUS profit 3 Keystone $7.70 YOUR COST 

Your PLUS profit SCE LACL! ; Keystone $8.50 


Keystone $4.50 
ALL CROSSES SHOWN ACTUAL SIZE! ALL WITH CURBED CHAIN! 
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MERCHANDISING PROGRAM! 















| need 
AT LAST! 2 nal oa NG Te 
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+125 FLEX-LET DISPLAY ... gives crosses the point-of- 


purchase power they never had before .. . bringing you sales +100 FLEX-LET SHOWCASE TRAY... takes 
you never made before! Glowing cathedral quality is achieved crosses ‘out of the drawer’ and puts them where you can 
without special lights. or wiring. sell them: right in front of your customers. 

Yours FREE with each order of 2 dozen. Yours FREE with each order of 1 dozen. 


anna 
CENSATIONAL 9° tore OFFER: 


Now! Just when the jeweler needs it most! 
But — no time to lose: 


} Flex-Let Corporation 580 Fifth Avenue New York, New York 
OFFER EXPIRES MARCH 31, 1958 order requirement Please send me the following crosses: 


@ #500 Cross Sellector Unit oo |[————Joun)raremt] ‘mew ont 
ae Tt Tr lh 
| 1005—1/20 G.F._ 


@ #125 Dynamic Display $2 doz.) | 100s—120Gr| | | 2003-w1/20cr | | | 
ig = “Dees es es 
&@) #100 Merchandising Tray 1. poz.|{110e=1720GF. [| 2104—wetow 
——t | soetseg | | | CO 
Total PRDdoz. pueimvaser [TT see ert —t 

Sanaa 


[3007 =Stering || 
NOW! all 7 with f order for 4 dozen! 


usual 


rn —— 


RUSH your order to FLEX-LET CORPORATION 
580 Fifth Avenue, New York City 


SE Poses instil 
ORDERED BY___ 


ee 





Take advantage of this incredible offer Today... | eg ie Sia 
| 
| 








Sees FLEX-LET 


Miniatures | 


@ They are worn constantly, with or without other necklaces! It’s 
the newest fashion trend! 



















@ Complete with 15 inch chain — suspends at exactly the right 
length that fashion decrees! 


@® So petite! So dainty! So elegant! Every fashion-wise woman 
will buy on sight! 


@ Packaged for extra gift sales ... a symphony of satin and gold. $ Q5 





ILLUSTRATED ACTUAL SIZE | retail at plus tax 


Your PLUS profit Keystone $4.90 


the most exciting 








style 3602 style 3601 style 3701 
engine turned plain Star of David 


Featured in VOGUE Magazine, 
America’s fashion authority 
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14 KT. GOLD THIS 3 DIMENSIONAL, )~~® 
MINIATURES 6 COLOR FLEX-LET DISPLAY 


Means more business — new business! And 


THE FASHION not for just the holiday selling days ahead 


.. . but for every selling day of the year! 


THA T'S CWEEPING Yes, everytime a woman sees this display 


in your window or on your counter — you 


int on extra sales .. . extra profit! 
AMERICA! span 


it’s yours FREE with your order of 6 
14 KT. GOLD MINIATURES ... any 
styles .. . each individually boxed! 


980 Fifth Avenue, New York 36, New York 
“ In Canada: Guildcraft, Ltd. 


Corporation 119 Adelaide St. W., Toronto 











featuring new cordless electric 
—no cord, no plug-in! 





Charm 


DARIEN Melodious hour 


r \s ’ 
ne i 1a 


LORRAINE Provincial 


SOUTHBURY Early American 


Now 34 fine clocks in America’s high-profit, 
high-prestige clock line! — 
fully backed by national advertising 
newest decorator designs in the new 
th Thomas line. Beautiful clocks that will 
istomers in 1958 with a new continuous 
ad campaign, starting in April Better Homes & Gardens. 


Seth Thomas ads will reach over 100 million cream-of-the- 


' 


ne pre sold 


crop prospects. So get ready for higher unit sales and 
higher profits by ordering a full stock today. Just call 
oupon. 


supplier or for a new full color catalogue, mail 


SETH THOMAS 
Masterpieces in Time Since 1813 


Division of ad Corporation 


STONE. MAR 


PORTRAIT Cordless Electric 


mi 


Seth 


SOLARION 


CLASSMATE-9 Travel 


Thomas Clocks 


Dept. JK-1 
Thomaston, Conn. 


Yes! 


Seth 


| 
{_] 


I'm interested in b qger orofits with the expanded 


Thomas line. 

Please send me your new full color catalogue that 
describes the new 1958 Seth Thomas clocks 
Piease have representative cal! to discuss the Seth 


Thomas sales program and dealer franchise oppor 


tunities. 


Name 








Address 








City 





Ses spring... 


and sales will blossom for Hamilton Jewelers 
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Spring is a great selling season for Hamilton Jewelers. 
You couldn't find a better time for love or money. 


In spring, the search for a fine watch leads 
inevitably to the Hamilton Jeweler. For a Hamilton 


watch expresses love as no lesser watch can. 


« 
pam ve * ° 
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- @ 
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This is the selling message in Hamilton advertising 


for 1958. The 4-color Spring Gift advertisement at 
the right will appear in National Geographic (April). 
The Saturday Evening Post (April 12). 

The New Yorker (April 19) and Reader’s Digest (May). 


o 
. 


: * 

: : 
‘a & 

_ 
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But that’s not all. A special Hamilton message to 


craduates and their families will also appear in 


or* 
a 


The Saturday Evening Post (April 12), featuring 
Hamilton “Campus- Tested” models selected in 
nation-wide youth market research. And to build 
your graduation store traffic, there’s a big 
Hamilton contest in Senior Scholastic Magazine 
(March 7). reaching nearly a million high school 
students. Winners can earn special bonus prizes 
by visiting their Hamilton Jewelers. 


Ask your Hamilton representative for full details, 


or write: Sales Promotion Department. 


Hamilton Watch Company, Lancaster. Penna. 
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The gift of a Harni/tor... 


Hamilton is the watch worthy of your love, worthy of 
resplendent pride. A son triumphant in graduation, a wife who 
keeps the springtime in your marriage. The Hamilton you 

give will mirror your love for as long as it is worn. (Left to 
right) Mignon, *79.50; Gramercy, $100; Melodie, $69.50. 

At your Hamilton Jeweler’s. Hamilton Watch Co., Lancaster, Pa. 


JIANI/LTON + 


the watch fine jewelers recommend more often than any other 














are best to work with... 
stand up longer! 


The two safety catches illustrated, the No. 90 and No. 45B, are 
popular “standards” in the jewelry industry. 

The No. 90, created for the costume jewelry trade, and the 
90L designed to take hot nickel, are quality made_. . low in cost. 

The No. 45B bullet catch, with a broad base for ease in solder- 
ing, is preferred for its finished appearance where the best is 
desired. 

Smart manufacturers know it pays to insist on Ballou Find- 


B. A. BALLOU & CO. INC. 
61 Peck Street * Providence 2, R. I. 


SOLD TO THE MANUFACTURER 








FINDINGS 
The Foundation of Good Jewelry 





























Mr. Jeweler 


®Give YOURSELF 
® Your EMPLOYEES 
*Your JEWELER FRIENDS 


A COPY OF [> 














Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged 
views of Watch parts PLUS a trilingual vocabulary of horo- 
logical terms. An explanation of Gemstone charatceristics, 
tables of weights and measures, Wedding Anniversaries and 


lists of Birthstones. : 
=——————— ORDER TODAY 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


is enclosed 


is enclosed 


sR @ 6@ 6426628 06 62 8 €@2 6 @ 62:64 6 @ @ 2:6 6 62 8 Ff 18 2 6.6 @ 6 46 a-e Ole 
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THE JEWELERS' 
DICTIONARY 






$@.50 


Post Paid 


Hard Cover Bound in Rich 
Blue Cloth with Gold 
Stamping 

















eee eS eS eS Se eS Se ee eee ee ee ee ee ee ee ee ee oe oe ee ee ee oe ee oe we oe ol 





AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany all orders. 


DO NOT SEND CASH 
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os ADJUS AB eects 


7* s ° tm, 
With Gemex Adjustables, you reduce your an) 
PLUS many other 
slim-as-a-ring ladies’ 


inventory without reducing your selection 
of stvles! Each Gemex Adjustable is actu- 

telescopic styles, and 
a fine selection of 


ally five sizes in one! 
men's adjustables. 


ROE 


$8.95 «1 


Value 


With Gemex Adjustables, you save sales 
because you always have the size your cus- 
tomers want in the style they choose. And 
how they appreciate this ease of buying 
and freedom of choice! 


$3.90; Consumer 


With Gemex Adjustables, you have perfect 
fit for everybody including in-between 
sizes. You have foolproof adjustability; the 
links lock in place without tools. And you 
have a complete selection of today’s best- 
selling styles! 


$4.05: Consumer Value—$8.95 rr 


7 
‘ 
— oe 


oo 
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Jeweler’s Cost 
Jeweler's Cost 


Jeweler's Cost-$4.50; Consumer Value—$9.95 rr, 


TEI 


Jeweler's Cost—$4.05; Consumer Value—$8.95 «+ 


i 


: 


ar et 


CSEMEx 


CORPORATION « UNION, N. J 


PAD 


os 


613Y, W—Gemex CARIBBEAN—Jeweler's Cost—$3 30; Consumer Value—$7.95 er: 
467Y, W—Gemex JEWEL—Jeweler’s Cost—$4.50; Consumer Value—$9.95 er: 


447Y, W—Gemex DANSANT 
433Y, W—Gemex RHAPSODY 
480Y, W—Gemex SILHOUETTE 


496Y, W—Gemex JOLIE 


< 
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s\franchise means prestige, profits, protection 


Emil Rose, Pres. 
Rose Jewelers 
Detroit, Mich. 


“The Gruen Guild is the kind of plan 


that will help lick 


“If more companies would come out with plans like 
this, we’d have less to fear from non-jewelry store 
outlets. With the protection the Guild offers I'll be 
able to get my full profit from every Gruen Guild 
watch I sell,” says Emil Rose, Pres., Rose Jewelers, 
Detroit, Mich. 


Guild watches are the finest in the Gruen line. And 


price-cutting.” 


uen guarantees that only selected jewelers of integrity 
and reputation will receive them. A Gruen Guild dealer 
can sell these watches . . . confident that his customers 
won't be able to buy one—anywhere—for a lower price. 
Ask your Gruen salesman about membership in the 
Gruen Guild. But ask NOW .. . while franchises are 
still available. 


( R (| E N .. . The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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As appearing in full color in HARPER’S BAZAAR, March—TOWN & COUNTRY, April 


©1958 Trifari 


FLOWERING FERN ... blue, pink, white, 

or yellow on white fern! 

On the figure: The freshest fashion 

of all—Trifari’s own TIE-UPS! 

It’s a shoulder-holder, a chatelaine, 

or a bracelet and a pair of clips 
—whatever your fancy makes it! 
Necklace, 7.50; Bracelet, 7.50; 

Earrings, 5.00; Pin, 6.00; Tie-ups, 5.00; 
Cluster Earrings {not shown}, 7.50. Plus tax. 


“= can't see a thing but the flowering of jewels’ iN hI 


y . y design copyrighted. Not authentic unless stomped Trifari. The dress: Adele Simpson. The cash 
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32,000,000 
headers Digest readers 
with Benrus *" coupons 
looking for a jeweler 

(0 cash them in! 


One out of every three of your customers will see the Benrus 





3-page. 4-color ad offering 2 special Benrus watches . . . $20 


trade-in allowance . . . and a coupon good for an extra $5 saving! 


GREAT NEW IDEA: Never before has a coupon worth $5 been handed 
to Reader’s Digest readers—32,000,000 of them—and one out of every three 
people in your community sees the Digest. 


GREAT OLD IDEA: Never before has the $20 trade-in been so effectively 
presented—in full color on the back cover of America’s most widely-read 
magazine—bar none! 












GREAT WATCHES: Never before—a Benrus 25-jewel waterproof AUTO- 
MATIC ...a 17-jewel lady’s 2-DIAMOND, each to retail at $54.50 net, 
on this deal. Both DOUBLE gift-wrapped at no extra cost! (Step-ups 
available. ) 










The ad appears March 20th. Customers will be coming your way, Benrus coupons in hand. 





Be ready! Still time to write, wire or phone for the details! 










— ATCH COMPANY. INC. 
» ¢ West 44th Street. 
te York a 6, N . mw « 
(MUrragy Hill 22-2700 ) 
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.., you can sell him best in 


JEWELERS’ 
CIRCULAR- KEYSTONE 


Published for and in the interest of retail jewelers, it 
also has high reader interest among manufacturers and 

















wholesalers, who depend on it to keep them posted 
about what is going on in the jewelry trade. With a 
19,000 ABC audited paid circulation (15,000 of which 
are retail jewelers), the Jewelers’ Circular-Keystone 
blankets the major purchasing power of the industry. 
Government figures show that 14,227 jewelry stores, 
60.4% of the total, do 93% of the business in the $1.5 
billion jewelry store market. At the same time, Jewelers’ 
Circular-Keystone goes to the aggressive and growing 
smaller stores. It keeps the jeweler up to date on sales 
promotion and management methods and constantly 
~] aware of new and profitable products. It covers the 









jewelers’ interests from every angle; buying, merchan- 












= 4 dising, operation and technical. Its dynamic influence 
| “ and leadership in the field have been unchallenged for 
eo 88 years. 
® © © 





Jewelers’ Circular-Keystone is published by Chilton Company, the most diversified 





publisher of trade and industrial magazines in the country—a company with the re- 





sources and experience needed to make each of 15 publications outstanding in its field. 






In keeping with Chilton policy, the experienced and highly competent staff of Jewelers’ 






Circular-Keystone devotes its full time to the field the publication covers, striving 






for editorial excellence and strict quality control of circulation. In achieving both 






objectives, it has earned the confidence of readers and advertisers alike. 


Chilton 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 



















CHILTON PUBLICATIONS: Department Store Economist + The Iron Age» Motor Age 
Spectator - Automotive Industries » Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News « Electronic Industries - Jewelers’ Circular-Keystone « Hardware Age 
Optical Journal - Hardware World + Gas + Distribution Age « Chilton Book Division 


ion 
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“So do |—but, 


“! want the watch | want it in yellow.” 


that went to 
the Antarctic.” 

















“Do you 
have one 
that tells 
the date?” 


“Is there one 
for me?” 


Now there’s an 
Antarctic’ for 


CVCLY 


customer! 


Here’s the hottest news since the first 

Antarctic broke the ice last year: now 

there’s a whole line-up of Antarctics for 

you to sell. . . five different styles! The 

Antarctic | was such a success, cus- 

tomers practically demanded more 

styles . . . all with the same rugged, 

dependable guts. So, we’ve designed a 

slim, dress-up version ...a ladies’ version ...a yellow 
version ... and an Antarctic that gives the date. 


These watches have all new thin-styled cases—but 
inside, they have the same reliable movement that per- 
formed so well in Operation Deepfreeze. Don’t miss a 
single sale. Order the whole Antarctic line today. 


GUARANTEE: All Antarctics are waterproof*, self-winding, shock-re. 
sistant, anti-magnetic, with unbreakable mainsprings and balance staffs. 


What’s more, Croton has so much faith in this watch that in 
addition to the usual guarantee for one year against original mechan- 
ical defects, its low price includes the following service: 

If within 3 years any Antarctic fails to perform, we will repair it free 


of charge and return it the same week we receive it (except Fridays). 


LEFT TO RIGHT: Antarctic I (the original), $69.50. | Keystone $57.80]. 
Antarctic ““Y” (in yel. st. bk.), $79.50. | Keystone $61.80]. Antarctic II 
(dress-up version), $69.50. | Keystone $57.80]. Antarctic ““D” (date on 
face), $75.00. [ Keystone $67.80 !. Ladies’ Antarctica, $69.50. Keystone 
$59.80 |. 


*Providing case unopened, crystal intact. 


CROTON’ 
NIVADA GRENCHEN 


= ~) 
CROTON WATCH Co. 
404 Fourth Ave., New York 16, New York 


Please send me the following Croton Antarctic watches: 
The Antarctic | The Antarctic ““Y” |_| The Antarctic II [J 
The Antarctic D The Antarctica 


Name 


(please print) 








Address o 








City + - I 


| 

| 

| 

| 

Store Name ite time! 
| 
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Of special interest to the 
Watch and Jewelry trade 
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April 12 to 22, 1958 


2300 Manufacturers on 30 acres 
of floor area, including a special 
pavilion with 160 exhibitors of 
watches, clocks, watchmaking 


equipment and jewelry. 


Come see for yourself the latest 
achievements in Swiss craftsman- 
ship and design, and meet the 
men who are carrying forward 
Switzerland's tradition and qual- 
ity leadership. 


FLY DIRECT VIA SWISSAIR 


WRITE FOR LEAFLETS TO CONSULATE GENERAL OF SWITZERLAND, 
444 MADISON AVENUE, NEW YORK 22, N. Y. 
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HERE’S THE TRADE-MARK 


MESH 
WHITI NG & DAVI S CO 


"RA p 


“MARK REG, U.S. ANY 


THAT HOLDS THE TRADE 


t’s not enough merely to attract business. The thing is to 
hold it. Repeat buying by the consumer is the foundation 


of steady profit for the dealer. And confidence is the founda- 


— 


tion of repeat buying. Products bearing the hon- 


orable Whiting & Davis trade-mark have been in- 

spiring this confidence for eighty years now. And \\ ay \( 

the best stores in the land feature it with profit. q 
| 1) \\ | , 


HAND IN HAND WITH FASHION—SINCE 1876 


Wuitinc & Davis, Inc. * Plainville, Mass. 
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INSURANCE COMPANY 


Affiliated with Atna Life Insurance Company, Hartford, Conn. 
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AETNA CASUALTY AND SURETY COMPANY 





Under 
Jeweler 
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franchise means prestige, profits, protection 


MIL \\ 


‘ 
4, 


“Uy 


bF-\ol nC l-\¢ ae a -1-9 
Getz Jewelery Co. 
Cincinnati, Ohio 


uen Guild gives me iron-clad 
protection against the discount house.” 


“The Gr 


only selected jewelers are eligible for a franchise.”’ 

The Gruen Guild can help you, like it is helping 
jewelers across the nation. But contact your Gruen 
salesman NOW .. . while franchises are still available. 


“With Gruen Guild watches, I don’t worry about 

people using my store as a showcase, and then buying 
from some price cutter. Gruen Guild watches are sold 
only through franchised Guild dealers like me. And 


( R a E N ..» The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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Planning a STORE-WIDE SALE? 
A Complete a Package $ 5 () FOR EVERYTHING 
... 50 you can ‘DO IT YOURSELF!” YOU NEED TO RUN 


ANY KIND of SALE! 
YES! RUN YOUR OWN SALE! 
Sample Fall-Page Adv (Redeced) 


More than 5,000 Sales-Aids and Timely Ideas |) Szrenam STOCK LIQUIDATION SALE 
sure fo draw Crowds meneame PUBLIC NOTICE! <5: ON THE PREMISES! EVERYTHING#00! qumag 
i= 


ae wen wel 


BARGA/N eg 
We can serve you on Memorandum with several hundred 
( THIS 1S THE gvastent YOUVE BEEN BAIT) A LOR 


of the hottest fast selling profitable traffic items, in- Izegmmims 1 
€ est fast selling profitable traffic ite in- eozezt or ee ‘ahene— =r ARE ’: 


cluding Advertising Copy that will make your sale a SUC- | ra Our Loss Is Your Cain—-We Overbought and Merchandise Is Piling 
Now We Are Forced To Liquidate This New Cuaranteed Stock At 


th of th : ; 
cess any month of the year rae ‘DISCOUNTS _— TO 75% 
GIFT! 





Consult us in confidence. We can refer you to a number | Uyeda oS 88 Sen wien Our Dove Liquidation Sole At 
of Jewelers who have run Successful and Profitable Sales 10 A.M. TOMORROW - "- THURSDAY _: 
with our service. Write, wire or ‘phone for details! No AIAMALMT , : 

EOPLE AT OUR DOORS | 
town too small for a SUCCESSFUL SALE! We can rec- ture rmeras TOMORROW ATI0A.M, | WATCHES 
ommend Experienced Sales Supervisors at nominal fee— | 


upon request! 


ALL THIS AND MORE! RRS S0MR| Semin (> N65 

A COMPLETE SALES PROMOTION ADVERTISING | sonia bs 

MAT SERVICE, FLEXIBLE FOR ANY KIND OF al 

SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- SAVE UP TO 75°. & DOLLAR 

NERS AND SHOW CARDS TO DRAMATIZE YOUR SPECIAL! | ' : 

EVENT! DIE CUT DIAMOND RING AND STONE | | 

RING SPECIAL SALE CARDS 200 INCLUDED! suesy GSA ih a oN 

SPECIAL RADIO CONTINUITY 25-50-76-100 een Aut 1 

WORD DYNAMIC SALE ANNOUNCEMENTS! EVERY ARTICLE Guanand” i MOT GOING: BUSINESS! § 

DIAMOND MERCHANDISE CONTEST, DOOR athe CORES? | how! 

OPENER GIMMICK, TRAFFIC STUNTS, CROWD oem _MCZom , 

GETTING IDEAS! COMPLETE SURPRISE PACK. tots {awe 

AGE MYSTERY BOX PLAN WITH MATS AND “yio ore | BARGAIN 

HOW TO SELL ‘EM BY THE THOUSANDS! A 

DIRECT MAIL LETTER WITH COPY AND MAT; 

FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS! 


You, too, can jn your store with custom ers. The cane! I They sow: — bought! 


SAVE UP TO 75‘. DOLLAR 








J. BIELER PROMOTIONS Whlaale Ditters 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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THEY’RE ALL SELLING TIMEX...AND SO WILL YOU! 


TIMEX...WORLD’S LARGEST MANUFACTURER OF WATCHES, SPONSORS 


THE STEVE ALLEN SHOW...FULL COLOR ON NBC-TV 
THEY'RE ALL SELLING THESE TIMEX sm le YOu! ll SU N f) AY 8 2 3) p M. 


TIMEX 
SELF-WIND , 


WATERPROOF * <==. . Get your complete display assortments from 
. | your Timex distributor now! 


REMEMBER! MORE PEOPLE BUY 
THAN ANY OTHER WATCH IN THE WORLD 


500 Fifth Ave., N. Y. 36, N. Y. ¢ 1300 Jane St., Toronto 9, Canada 
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This live-action 
sales-maker stops traffic 
eee RoOStS service jobs 


This Watch Inspection Time sales-maker, displayed in your window or on the 
counter, regularly reminds passersby and customers to check their watches. 
It was created to get you extra jobs for watch cleaning, adjustment, 
lubrication and parts replacement. 

The display also provides the opportunity to show—and sell—new watches. 
So for your ticket to extra business, fill in the coupon and mail today 
—or drop us a note on your business card or letterhead. Your Watch 
Inspection Time sales-maker will be sent absolutely free. Nothing 

else to do. .. nothing to buy .. . no obligation. 
When your sales-maker arrives, slip in a watch and see how your 
customers respond. Be sure to make it a Reader’s Digest-advertised watch for 

maximum sales effect . . . for people have faith in the Digest. 


And because of this faith, you’ll find that more and more leading gift and 
jewelry advertisers rely on Reader’s Digest to reach more customers. 


People have faith in 


[Readers Digest 


Largest magazine circulation in U. S. 
over 11,500,000 copies bought monthly 
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Miss Joan Anderson, Reader’s Digest 
230 Park Avenue, New York 17, N. Y. 


Please send_ _free Watch Inspection Time sales- 


maker(s) to 





Name_. 





Store_. 











Store Address 





City 























WE RE BLOWING OUR HORN ABOUT THE NEW 


So light, so delicate, so feminine . . . but they’re heavy duty sellers, each and every 





one! For years, Kreisler styles, Kreisler fashions, have been pacing the industry. Now 
Kreisler adds a practical touch and presents a complete ladies’ Adjust-O-Matic line! 
Easier than ever to adjust, easy as pie to sell! Each band fits long, medium, or short— 


seven bands can fit twenty-one prospective customers! Twenty-one good reasons to see 


the all new Kreisler Ladies’ Adjust-O-Matic Slenderamics as soon as you possibly can. 











") 
j 








am 


¥ 
4 


LADIES’ SLENDERAMIC ADJUSTABLE BANDS 


Adjust-O-Matic Slenderamics 
can be included in Kreis/er’s 
all-new “Select-A-Band” Counter 
Showcase with Stock Control 
Vault. Ask your Kreisler 


Salesman about it! 


kKreisler 


Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 





PHILCO introduces the world’s first 
3-Transistor Vest-Pocket Radio! 


MEET THE VeefP 


Philco —first with a full line of transistor radios 
...at sensational new price levels! 


Only Philco offers you the full range of models 
you need to make transistors pay off big! 
Eight models in all .. . using the finest tran- 
sistors available ... Philco transistors. They’re 
far ahead of any competition. Philco tran- 
sistor radios deliver topflight performance! 
They’ll build traffic, bring substantial profits. 
Call your Philco Distributor, now! 


Full-size transistor portable. Seven transis- 
tors and a bigger, more powerful speaker de- 
liver the performance transistor prospects 
want. “Scantenna” handie rotates, has double 
Magnecor aerials for double the reception 
Uses 4 regular flashlight batteries. $59.95 


MODEL 70? 


$54.95 MODEL T-6 


MODEL T-700 


2) ee eb tee SO OE SE ee ee 


CH 











All Philco standard-broadcast transistor 
portable radios carry either a five-year 
unconditional guarantee or a full ninety- 
day parts and service warranty. 














mover t-9 $229.95 


$49.95 


LOOK AHEAD... 
Antl Youll chose 


Here it is—‘‘The Veep’‘—the newest con- 
tribution of Philco research to the use 
and enjoyment of radio. It’s a genuine 
vest-pocket radio, powered with three 
exclusive Philco ‘Surface Barrier’ 
transistors that give it amazing pulling 
power and tone quality. It’s designed 
for personal use with a private ear 
™ speaker and brings in stations bright 
7 and clear. Plays on two mercury cells. 
Scores of uses at home, outdoors, at 
sports events. Every customer you have 
will want one at its amazing low price. 
A terrific traffic item—the most exciting 
new radio ever. Get the full story from 
your Philco Distributor fast! 


95 


LIST PRICE 


$ 


MODEL T-4 
Finest 4-transistor radio. Designed 
to be a top seller and a just-right 
“step-up” item as well. It’s the kind 
of package you need to make tran- 
sistor sales roll. Plays on 4 penlight 


or mercury cells. 2§ 


EVERY PART GUARANTEED 5 YEARS! 


mopeL T-8 $39.95 


mover t-7 x $59.95 


PHILCO 
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\franchise means prestige, profits, protection 


a 


WY; 4, 
gay 


“Mn Wa 


%, 


\ 
G. G. Kish, Pres. | | 
Lawson-Schiller Co. : 9 O O4 
San Diego, Calif. ) 90 Oee 
3 0 O00! 


66 : L 
Gruen Guild Watches are symbols of 
prestige and quality” 


they lacked depth in a line. But under the unique Guild 


land that makes a complete watch. This assures return clause, dealers can afford to carry 20% more depth 
in Gruen Guild Watches. Ask your Gruen salesman 


quality. And being selected for a Gruen Guild fran- 
about membership in the Gruen Guild. But ask NOW 


chise assures prestige. ”’ 
More than once, jewelers have lost watch sales because .. . while franchises are still available. 


( a (| a N ... The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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“Gruen owns one of the few factories in Switzer- 





WORLD'S LARGEST MANUFACTURER OF 
QUALITY ENGAGEMENT AND WEDDING RINGS FOR DIAMONDS 


FAMOUS FOR THE PATENTED “GEM-ON-GEM”” SETTING 
THAT MAKES A DIAMOND LOOK 
90% LARGER! 87% MORE BRILLIANT!* 
AND THE PATENTED , Sealure 4 Jf THAT LOCKS 
RINGS TOGETHER IN PERFECT POSITION ALWAYS 


AMA Som 
DVCOC LECH ‘ka 


w Beautifully styled and finished with the meticu- w You owe it to your store to see this exciting new 
lous attention to detail and perfection for which Glorified Ring Series! You must see these rings 
Feature Rings are famous! to fully appreciate their unmistakable quality, 

a A magnificently engineered lock to give the same the fine styling and finish that has gone into 
precision-like dependable performance for which this line! 

Feature is noted! ws If you want a QUALITY diamond ring traffic-leader 

w Absolute clearance under all diamonds to assure ... you want GLORIFIED by Feature Ring... priced 
maximum diamond brilliance! to attract your budget-minded customer! Be first 

gs Supported by stimulating store promotion aids, in- to promote and profit in your locality. 
cluding attractive Glorified ring presentation tray, w Phone or write your authorized Feature Ring 
Newspaper Ad Mats, price tickets, guarantee cer- wholesaler for complete details of this Glorified 
tificates and novel traffic creating mailing cards. “program for sales.” 


FEATURE RING COMPANY, INC. + 130 WEST 46TH STREET, NEW YORK S36, N. 


FEATURE LOCK PAT. 2507348 GEM-ON-GEM PAT. 2774231 * CERTIFIED BY AMERICAN TESTING LABORATORIES. I 


* 
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lorified Trade Mark, 
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your assurance of FEATURE Quali 
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Forstner Graduation 
stop traffic at your windows 


Thousands more students are graduating this Spring ... hundreds in your 
area alone! Cash-in on this tremendous gift-giving season by featuring 
beautifully made Forstner jewelry at popular prices that complete sales 
quickly. All pieces can be engraved, giving vou an extra profit. 

Feature this display with cap and diploma decoration for easy, quick 
turnover. Fits any window and counter. Holds 4 charm bracelets, short 
key chain and heavy link man’s identification bracelet. All attractively 


gift-packaged. 


Prices for above (display free) - Gold-Filled, $54 Keystone + Sterling Silver, $45.60 Keystone 





and Bridal Displays 
... build profitable sales 


counters 


LOK OK Ker KOT eet ge eo oe 


Statistics show marriages are on the increase — and every marriage 
C Ze means 4 to 6 gifts for ushers and bridesmaids! Each handsome Forstner 


JEWELRY’S NAME FOR QUALITY piece is made with traditional Forstner craftsmanship and lustrous finish 





. stvled to catch the eve... priced for easy selling. All pieces can be 
engraved, giving you an extra profit. 
FORSTNER, INC., IRVINGTON 11, NEW JERSEY 


Forstner (Canada, Ltd.), Sherbrooke, Quebec | 
ae er ee. conveniently sized for your windows, counters. Holds 4 charm bracelets, 


29 E. Madison Street, Chicago 2, Ill. a short key chain and money clip. All attractively gift-packaged. 


This attractive display with floral bouquet and lace decoration is 


Prices for above (display free) - Gold-Filled, $45 Keystene + Sterling Silver, $40.50 Keystone 





LEC OULT 


CREATORS OF EXCEPTIONAL WATCHES FOR 125 YEARS 


Directs Your Attention To The New 
Le Coultre Master Mariner Automatics 
The ALL-SERVICE Watches 
With The FORMAL LOOK 


One of the outstanding series in the new LeCoultre 
Watch Line for 1958 ...these superior self-winding 
watches offer the unique combination of masterful 
styling and appearance, with exceptional accuracy 








and every possible safeguard against damage in use. =. 


Optional features: sweep second hand, calendar, 
reserve power indicator. Priced from $95 in steel 
to $395 in 18K gold with chronometer certificate. 


<< \ 


LE COULTRE 
MASTER MARINER °| 


AUTOMATIC 


Invite the LeCoultre representative to show you the full LeCoultre line for 1958. These exceptional 











watches for ladies and gentlemen provide exclusive features not found elsewhere. For maximum 
sales and profits, every first-class jeweler needs LeCoultre—the most exceptional watches and 


clocks in all the world. For any information, or to have your LeCoultre representative call, write tor 7, 


LE COULTRE 


ATTENTION: SALES DEPARTMENT * 580 FIFTH AVENUE + NEW YORK 36, N.¥- 
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F Agee MERIDIAN: Greenwich time is 


still at Greenwich. But it’s calcu- 
lated 15 miles away. 
Several 
Observatory 


the Royal 
piece by 


years ago 


was moved, 
piece, to Hurstmonceux, the object 
being to get away from London lights 
and pea soup. 

You wind along a wooded Sussex 
and suddenly a 15th-century 
castle looms ahead of you. Close by 


road. 


is a modern building in whose cellar 
eight faceless clocks beat out the 86.- 
i100 seconds that make a terrene day. 
Actually they merely reflect the earth’s 
for the the 
world’s only real clock. 

It was Charles II who established 
the Royal Observatory at Greenwich. 
884. the 
world has been figured in relation to 
the Hurstmon- 
ceux is, geodetically speaking, one 
minute, 20.09] 
and a correction to that degree of 


rotation. earth itself is 


and since time all over 


Greenwich meridian. 
seconds farther east: 
time is made in all their bulletins bv 


the British 


Admiralty. 


astronomers’ of the 


Leen WITH “SIX” APPEAL: Max 
Moses, jeweler of Little Rock, 
Ark., reports that his firm recently 
filled an order for a customer for a 
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SPEAKING OF THE JEWELRY TRADE 


wrist watch on which all the numerals 
are sixes. 

“You explained the man, “I 
never take a drink before six, and | 


want to be ready.” 


er Dickory Doc: Seymour 
E. Wheelock is a_ pediatrician 
whose hobby is clocks. Sometimes his 
vocation and his avocation get mixed 


see, 


up. 
— he treated Tommy for a 
cold. When he was leaving the house, 
he saw a fine old grandfather's clock 
in the downstairs hall—and it was not 
running. 

With the Tommy's 
mother he set about tinkering. He 
thought he had got the clock going 


consent of 


but he couldn’t be sure: Tommy and 
brothers were making such a 
hear tick from 


his 
rumpus he 
tock. 

He took out his stethoscope and was 
applying it to the clock when the wife 


coudn’t 


of a fellow pediatrician walked in. 

Now for every call Dr. Wheelock 
sets to treat an ailing child, he gets a 
frantic one: “Come quick—my grand- 
father clock has pneumonia!” 


Bik RICH QUACK: The duck didn't 
like the lump in his throat at all. 
But the Russians who took it out did 
—it was pure sold. 

The duck came from a farm in North 
Kazakhstan. More ducks from the 
same region were checked and more 
gold was found. Now the Russians 
are prospecting full tilt for red gold. 


_ TY IN A BOX: Compacts are a 

heritage from Egyptian women 
who LOOO that 
time make-up was kept in exquisite 
iVOry. 


lived years ago. At 


cosmetic containers of olass, 
onyx. or alabaster. Cleopatra kept her 
compacts beside her chairs and bed 
for instant make-up repairs. 

The cosmetic box has been impor- 
tant to women throughout the ages. 
The from a 
Greek word meaning “adorn.” Wom- 
en of Greece and Rome were well ac- 
quainted with powder, rouge, mascara, 
painted nails and lovely fragrances. 

During the Dark Ages the niceties 
of cosmetics disappeared only to be 


word “cosmetic” comes 
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Palladium profit pointers ... one of a series 


Palladium is STRONG! 


_. palladium mounting gives extra protection to precious stones 


safely tell vour customers that pre¢ ious 


You (‘all 
stones set in palladium are set /o7 keeps! 

That s hee 
strong... hold gem stones firmly without loosen- 
And palladium shanks resist bending out of 


shape. 


ause jewelry palladium prongs are 
ing. 


Yet palladium is easy for your setters to use. 


Palladium is modern... white... light... 
...all-precious... 
PLATINUM METALS DIVISION a THE INTERNATIONAL 
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easily worked... nationally advertised. 


NICKEL 


The extra safety factor offered by all-precious 
palladium helps close the sale. 


[t also helps bring customers back with repeal 
business. 


Use this palladium profit pointer to increase 


your jewelry sales. 


a | 


strong 


fd precious metal of the platinumgraup | 


COMPANY, INC.. York 5, N. ¥. 





revived again during the Crusades in 
ihe Lith, 12th and 
was probably a smart Crusader hus- 
oilt from the 


13th centuries. It 
el age: a 
panda s coming nome 
lar-away East. 

l4th or 


loth century coated their faces with 


kKashionable women of the 


vermillion and white lead (a poison- 


ous substance which probably = ac- 
counted for more than one untimely 
death). 

Vary. 
harshly questioned on account of her 


bills. 


than a little fond of wine baths which 


(Queen ol Scots. Was once 


beauty It seemed she was more 
were supposed to act as an astringent 
vive an the 
Her Ke lizabeth. 


was no slouch at make-up either! Am- 


and afterglow to com- 


plexion. sister queen. 
bassadors used to complain her make- 
up was so thick it was impossible to 
vuess the expression on her face. 
Compacts in those days were called 
“sweet coffers. They were unhinged 


round or oval boxes made of paper 
end often decorated in velvet and silk. 
By 1860 they began to be exported to 
\merica, where the use of powder was 
considered most daring. lt wasnt 
until after World War I that the com- 
pact became a necessary part of every 
womans grooming. (These compact 
words were supplied by a manufac- 
coffers.) 


turer of modern “sweet 








()* BILLION DOLLARS WORTH ol 
sold: That’s the amount Herman 
Diemer is estimated to have melted 
down in the last 62 years. He has just 
retired from J. R. Wood & Son, mak- 
ers of wedding and engagement rings. 

Day in, day out, he has stood in 
front of a furnace turning $5.000 bars 
of 24-karat gold, by melting it in 
alloys, into the 14-karat suitable for 
ring making. 

In all that time the hearty Herman 
sick only 
the 
eight days a year because of illness 
12). Herman had 496 


days coming to him. 


,j HE 
be. 


lf we 


was out three and one-half 


days. Since average man loses 


(women lose 


FASTER. THE SLOWER? Could 


clock in a 


satellite traveling at a speed of 16.000 


put an atomic 
miles an hour. the clock should show 
a different than an_ identical 
clock left on the earth. At least. that’s 
what Einstein's special theory of rela- 


time 


tivity suggests. and scientists believe 
it to be true. 

When the clock on the earth records 
zn hour to have passed, the speeding 


clock 


Not much. of course. because 


something less. 
18.000 
-but 
\nd a principle would be 


‘4 ould record 


miles an hour is only crawling 


something. 


INATCHAD | 





“Due to the exceptional fire and brilliance of our 
diamonds, we feel it best to take these precautions.” 
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established that could lead to all kinds 
of things. 

For example, a 20-year-old man 
takes off at nearly the speed of light. 
Ry the time he reaches the star Sirius, 
brother left at 
have aged more than eight years, but 
only a little bit 


his twin home would 
he himself would be 
older. Or would he? 
Some physicists figure that biologi- 
cal aging and clock time have no rela- 
tion to each other. 
Oh. 


over it for a while. 


well—-you batter your brains 


jenn —E FOR EVERYTHING: Two old- 
‘& sters were examining each other’s 
rings. One was set with a bright blue 
sparkler, the other with a dull muddy- 
looking stone. 

This,” 


proudly, “‘is ; 


the first gentleman 


eenuine sapphire. What 


said 


is that of yours?” 
siven me when [ was graduated from 
medical It’s perfect of its 
kind. Don't you think it’s a beauty?” 
**W ell—er.” 
“It's the most 
possible. Cant 


said the other quietly, “was 


school. 


appropriate stone 


vou what it 


ouess 
is? 


“I’m afraid not.” 
‘A gallstone.” 


66 Rov. iM | 


plane!’ 
Harry Winston woke up from his 
nap and stared at the speaker beside 


GLAD I missed that 


him. 

“What plane was that?” 

“The one that left Lisbon last 
night.” 

“It was worse than this one?” 

“It had Mrs. Harry Winston on 
board!” 

“And that’s bad?” 

“Why. man. don’t vou know? Her 
husband owns the Hope Diamond. 
I’m not superstitious but why tempt 
fate?” 

Harry took a cablegram from his 
pocket. It was addressed to him from 
his wife, announcing her safe arrival 
in New York. 

The man took one look and froze 
into silence the rest of the trip. 





Do you realize how rapidly the suburbs 


are growing? Should you open a store 


where they can park while they shop? 


what jewelers think 
about shopping centers 


® YOU CAN SEE IT BEST in the evening and from 
an airplane, as you skim over the green outskirts 
of many a large city—hundreds of cars, neatly 
parked, row on row. And brightly lighted, in the 
midst of this sea of automobiles, dozens of brand- 
new stores, arranged in a long strip or in the 


4é Y99 we | 9° 
Ae 


shape of a vast or 

You are gazing at one of the 2400 shopping 
centers, which during the last few years have 
changed the landscape of America, and also its 
shopping habits. Because every business-minded 
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jeweler needs to brush up on the latest facts 
about shopping centers, JC-K presents the follow- 
ing statistics in capsule form: 

e The granddaddy of all the shopping centers 
opened in 1923 in Country Club Plaza outside 
Kansas City, Mo. But most of them have been 
built since World War II. 

¢ Shopping centers are part of the flight to the 
suburbs. This flight began years ago, with the 
decay of mid-town housing, and went into high 
gear when the Government ordered industry to 


IEWELERS' CIRCULAR-KEYSTONE, MARCH 1958 





build its new plants on the city’s fringes instead 
of in the center of town. 

® Between 1950 and 1956, according to the Cen- 
sus Bureau, three times as many new homes were 
built in the suburbs as in central city areas. 

® Automobiles (America has 55 million passenger 
cars today) and new highways are keys to sub- 
urban living. Wives drive husbands to work and 
the kids to school—and then on to the shopping 
center to do their buying. 

® Most suburban families are prosperous. Their 
annual income is said to be 70 per cent higher 
than the national average. 

* Consequently, suburban retail sales have risen 
far faster than central city sales. In Denver, 
central city sales increased 39 per cent between 
1948 and 1954—but sales in the suburban areas 
soared by 129 per cent. In Pittsburgh, central 
city sales climbed 3.4 per cent during the same 


period—but suburban sales zoomed by 24.7 per 
cent. 

¢ Already, according to Redbook magazine, 80 mil- 
lion customers are spending between $30 billion 
and $35 billion dollars a year at shopping centers. 
During the Sixties, 33 million people will marry 


and build homes—mostly in the suburbs, the same 
source predicts. 

® Shopping centers are of three types. The re- 
gional shopping center has department stores, 
banks, a dozen apparel shops, a hundred other 


shops and perhaps a medical center. It has park- 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1958 





This is Southdale Shopping Center, near Minneapolis. 


ing space for 4000 cars, on the average, and its 
sales range from $20 million to $80 million a 
year. It needs a market potential of a million 
consumers. The community shopping center, less 
ambitious, features a medium-sized department 
store, has room for 1300 cars and needs a popula- 
tion of 100,000 within easy driving range. The 
neighborhood shopping center, usually with a 
variety store or a supermarket as its main attrac- 
tion, has 360 parking spaces on the average, and 
caters to 1000 families. Most suburban shopping 
centers draw 80 per cent of their business from 
a radius of three miles. 

e “The new suburban shopping centers will con- 
tinue to grow and obtain an ever-increasing per- 
centage of total retail purchases,” predicts Homer 
Hoyt, market analyst. “‘This conclusion must be 
reached because the American public has a passion 
for owning and operating automobiles; they want 
to use them to shop where they can find a place 
to park without putting a nickel into a parking 
meter, and because they are moving in greater 
numbers to the suburban fringe where the new 
centers are located.” 

® By 1975 we shall be a nation of 228,000,000, 
the bulk of us in the suburbs, says Joseph Tankoos, 
consultant to Royal Poinciana Plaza, Palm Beach, 
Fla. ““A conservative estimate on the number of 
shopping centers existent 20 years hence runs 
to 8000.” 


(Turn page for jewelers’ experience) 
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WHAT JEWELERS THINK 
about shopping centers (continued) 





Well, we've seen what some of the ex- 
perts think. For the jewelers’ viewpoint 
about shopping centers, read what follows. 
JC-K has interviewed the managers of a 
number of jewelry stores located in shop- 
ping centers—mostly branches of down- 
town establishments. Their experiences 
may help you decide whether you, too, 
should participate in the “flight to the 
suburbs.” 











© “SHOULD WE OPEN A BRANCH in that new subur- 
ban shopping center?’ That’s a question which 
a lot of downtown jewelers are asking themselves 
these days. If you’ve been wondering, too, you 
will be interested in what follows. During the 
last several weeks, JC-K has asked shopping- 
center jewelers to tell what business conditions 
are like out there with the station-wagon set on 


the edge of town. We’ve checked with shopping- 
center jewelers in 20 states, all the way from 
Jacksonville, Fla., to Seattle, Wash. Some are 
pioneers, with seven to ten years behind them in 
a shopping center. Most of them, of course, have 
had less than two years’ experience. 


How long did it take your store to establish itself 
in a suburban shopping center and show a profit? 

Six months to a year is average. Some jewelers 
report immediate success. Karraker’s Jewelers 
of Houston assumed it would take half a year for 
its store in Galena Park to get into the black, 
but “it showed a profit from the very first month 
(November, 1956).’’ Castleberg’s branch store at 
Mondowmin shopping center, Baltimore, made a 
profit within two months. It opened shortly be- 
fore Christmas, 1956. “Business was good almost 
immediately,”’ said Manager Sigmund Brothman. 
“The name Castleberg is famous and sold the 
store to the trade.” 

Mark P. Herschede of Frank Herschede Co., 
Cincinnati, spoke for the majority when he ad- 
vised: “Better figure a year.” He went on to say: 
“Those in larger cities had better get with it,” 
meaning suburban branches. Retail sales have 








No parking woes any more 


“It’s impossible to park around here ... that’s why 
we like shopping centers,” customers told Martin 
and Sue Spitzer at their jewelry store in downtown 
Baltimore. All that talk persuaded the Spitzers last 
August to open a branch at Arbutus Shopping Plaza 

and they are glad they did (witness the smiles in 
the picture). 

Martin runs the new unit with a part-time assis- 
tant in the evenings, and Sue divides her time 
between the two stores, three days a week at the 
downtown unit which has a full-time manager and 
week ends at the Plaza. The branch is open from 
9 to 9, and evenings are busiest from 7 to 9 o'clock. 

“There is plenty of parking space, of course, at 
the new store,” Mrs. Spitzer says. “‘Whole families 
come in, mother, father and all the kids. I guess I 
have only one complaint: I’ve lost weight running 
back and forth.” The exercise is due to the fact that 
the new store, 15 feet wide, is 80 feet long. 

As other jewelers have found, the Spitzers sell 
more for cash and less for terms at the suburban 
branch. Each store keeps its own books but there is 
a single inventory to permit exchange of stock be- 
tween the units. 
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been climbing twice as fast in suburban Cincin- 
nati as they have in the central city. 


What’s the size of such a store? 

About 1500 square feet is average for shopping 
center jewelry stores. Rost Jewelry Co.’s hand- 
some branch at Eastgate Shopping Center, In- 
dianapolis, has 4000 square feet and a corner 
location. Some medium-sized stores are 20 feet 
wide and 70 feet deep. Smaller ones use only 720 
feet, or less. Rents tend to be lower than down- 
town because land values are less. 

Individual stores are designed for maximum 
display and sales area per square foot. Most are 
air-conditioned, well lighted and have excellent 
stock-handling facilities. 


Who are your next-door neighbors? 


More than half of the jewelers with whom we 
checked have an apparel shop on one side—mostly 
dress shops, but also hosiery, maternity, shoe and 
men’s clothing stores. 

That’s good company, because apparel shops 
are the largest generator of shopping-goods trips. 
Surveys show their importance. A center with 
25,000 square feet of floor space devoted to ap- 


parel draws customers from a four-mile radius; 
one with 50,000 feet of apparel draws from five 
miles; and one with 100,000 feet, from ten miles. 


How about value of inventory? 


Branch inventory is often two-thirds that of 
the downtown store. Sometimes it’s more; some- 
times only 25 per cent as much. Hess-Culbert- 
son’s branch at Westroads Shopping Center, St. 
Louis, is near the high-income suburbs of Brent- 
wood, Clayton and Ladue. Its inventory is nearly 
equal to that of the main store. Stock is quickly 
exchanged, of course, between branch and down- 
town. 


Do some lines sell better in shopping centers? 

Yes—giftwares, especially. “Unlike downtown, 
people out here are more gift-conscious,” says 
Jerry E. Porter, manager of Jay’s Jewelers in 
Westown Shopping Center, Dayton, Ohio. “They 
like to buy for Mother’s Day, birthdays, gradua- 
tion, weddings, etc. We carry a large selection of 
gift items; $5.95 to $14.95 sellers are fast mov- 
ing.”’ 

Other shopping-center jewelers mentioned 
heavier inventories of luggage, electrical appli- 





A glass-walled 


store: there is 


room outside 


for 2000 cars 


The glass front and side of Hess-Culbertson’s branch 
store at Westroads Shopping Center, St. Louis, face 
a parking lot that holds more than 2000 automobiles. 
Special lighting makes it possible for people going 
to and from all those cars to see everything inside 
the store, even in full daylight when reflections on 
the glass would otherwise hide the view. 








Spotlights, some recessed into the ceiling and 
others on swivels, help produce the visibility. 

Within, the 45 x 35 foot store has comfortable 
chairs, wall-to-wall carpeting in the sterling depart- 
ment and a deluxe gift-wrapping service to provide 
luxurious shopping for customers from Brentwood, 
Clayton and Ladue. 
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WHAT JEWELERS THINK 
about shopping centers (continued) 


ances, karat gold charms, costume jewelry, clocks, 
cards, pictures and glassware. 


Does branch omit some lines? 

Same variety but lower quantity is the general 
rule. Some stores omit the very high price ends, 
especially in diamond jewelry. Others which 
carry sterling, fine china and crystal in the down- 
town store skip those lines in the branches (too 
little space for the required number of patterns). 


Are there more cash sales? 

Yes, almost without exception. Sometimes the 
branch store has three times as large a percentage 
of cash business as is handled at the main store. 
“We feature the long, easy-payment plan,” said 
an Ohio jeweler who moved to a shopping center, 





An arcade shop in Florida 


fei cut 1) 


Edward Mattier chose to locate his suburban 
store in an arcade with no outside windows. 
Why? Because the arcade itself is part of the 
fabulous Sunrise Shopping Center in Ft. Lau- 
derdale, Fla., and thousands of tourists pass 
through it each week. 

No window shopper could miss the impact of 
the mural which covers the front of the store in 
place of a conventional display. It shows a man 
with a watch in his hand, running full tilt into 
the store. The only merchandise people can see 
from outside is a small shadow box display, and 
curiosity brings many In. 

Mattier’s is one of a vast number of stores in 
a shopping center with a supervised playground 
for children and parking space for 2000 cars. A 
merchants’ association, to which the store be- 
longs, advertises as a group and puts out a spe- 
cial booklet publicizing the center itself. 











“but we do a more cash business here than we 
did downtown.” 


What about hours? 


Shopping center economists say it’s as foolish 
to close a store at 6 P. M. as it would be to close 
a gas station or movie house at 6 P. M. 

One-third of the shopping-center jewelry stores 
are open every weekday night until 9 or 9:30. 
All are open at least two or three nights, especial- 
ly Monday, Thursday and Friday. The working 
day starts at 9, 9:30, 10, 11 A. M. or even later. 
Weese Jewelers of Auburn, Wash., opens its 
branch at Federal Shopping Way at noon. 

Friday tends to be the best day, followed by 
Saturday, Thursday, Monday, Wednesday, Tues- 
day, in that order. Evening hours (6-9) are 
busiest, especially Friday, Thursday and Monday. 


Where’s the bookkeeping done? 


It’s generally centralized at the main office, 
except for accounts receivable. ‘“‘In the centers, 





A center’s growing time 


< 
Ring Jewelers of Rochester, N. Y., has branches 
in two suburban shopping centers. The stores 
are the same size and carry the same inventory 
—high in gifts and low in diamonds. And each 
shopping center has the drawing power of a ma- 
jor department store. Yet while the first store 
showed an immediate profit, the second is just 
breaking even after six months. 

There may be a tip for other jewelers in 
Ring’s experience. Their first venture was at 
Eastway Plaza, Webster, N. Y., already a year 
old at the time and drawing steady customers. 
jut the Newark Plaza Shopping Center, where 
they opened six months ago, was brand new. 

It generally takes two years for a center to 
become established, Ring’s says. Thus a branch 
store which moves in when the center is at least 
a year old has a far better chance for a good 
Start. 














the one purpose is to sell merchandise,” says 


Perry Wilson of Wilson’s Leading Jewelers of 


Syracuse, N. Y., which has branches in several 
shopping centers. “‘There are no problems of buy- 
ing, bookkeeping or cost accounting because all 
those things are taken care of at our central of- 
fice.”’ 


How much of the expense of the branch store 


does the parent store absorb? 

Usually none, at least after the first year. Some 
branches are separate corporations. Expenses 
are often broken down according to percentage 
of sales, and the branches are assessed their share 
of administrative and advertising charges. 

Steller’s, Ine., Capital Court Shopping Center, 
Milwaukee, reports: “Our new store is now our 
main store; it is doing a larger business.”’ 


Where are branch-store employees trained? 


The manager usually gets at least a year’s ex- 
perience at the main store. Some employees are 





Same ads help four stores 


Wilson’s Leading Jewelers are so completely 
sold on shopping centers that they have opened 
branches in three of them within the metropoli- 
tan boundaries of Syracuse, N. Y., where their 
home store is located. Latest addition is in the 
Shoppingtown Center in DeWitt. 

Two shopping center advantages outweigh all 
others, Jerry Wilson says—advertising and traf- 
fic. “We haven't increased our advertising 
budget by a penny, but now we have four stores 
benefiting from our newspaper ads instead of 
just one.” As to traffic, the Wilsons say it’s 
ready-made for them by the big food supermar- 
kets and all they have to do is figure out which 
spot is going to be the busiest. 

Merchandise is shipped from a centralized 
warehouse twice a week and a supervisor makes 
weekly visits to each of the “center” stores, tell- 
ing salespeople about new merchandise. 


transferred from downtown, especially if the 
center is near their homes. 

Kmployees at Kay’s branch at Meadows Shop- 
ping Center “live nearby and would rather work 
here than in downtown Indianapolis.” 

Another reason why people prefer to work in 
shopping centers was often mentioned. Irving 
Ring Jewelers, Inc., of Rochester, N. Y., which 
has two suburban units, put it this way: “The 
clientele is easier to deal with; customers are 
more casual and relaxed.”’ 

One upstate New York jeweler thought he’d 
have trouble staffing his late-hours operation. 
However, a number of nearby industries closed 
their plants and factories at 4 o’clock, and he 
found fine people who were glad to take part-time 
positions during the late-afternoon and evening. 


How is a branch store advertised? 


For the most part without additional expense 
through the regular advertising program—mere- 
ly mentioning the address of the branch store as 
well as that of the main store. Stieff’s ads in 














More brides in the suburbs 


Y 


B. C. Clark Jewelers opened last May at May- 
fair Shopping Center, Oklahoma City, with an 
inventory worth $200,000. Before several months 
went by Manager Cecil Hillerman made several 
interesting discoveries: (1) Suburbanites were 
keen for diamonds and silver. (2) The branch 
store met brides-to-be with little or no effort, 
while the bridal consultant at the downtown 
store had to depend on the telephone to contact 
them. (3) Antique silverware seemed to fasci- 
nate suburban shoppers. So Hillerman helped the 
trend along with a large collection of Early 
American and hallmarked pieces. (4) There was 
constant demand for low-priced items for birth- 
days, going-away parties and the like. Display 
tables in the center of the store cater to this 
need; one table is filled with things priced at less 
than $5, another has $10 items and a third table 
shows $15 sellers. 

















WHAT JEWELERS THINK 
about shopping centers (continued) 


Baltimore Sunday papers feature the branch 
stores. 

Shopping center branches often advertise in 
neighborhood newspapers and join with other 
stores in shopping center bulletins. 

To help launch its new branch, Friedlander & 
Sons of Seattle sent credit cards and gift certifi- 
cates to owners of cars parked at Northgate Mall. 
Karraker’s Jewelers of Galena Park, Houston, 
gave door prizes and $1000 worth of gifts. D. P. 
Paul Co. of Norfolk used a quarter-page ad, men- 
tioning in genteel type that its new branch would 


give roses and silver polish to first-day visitors. 
Visitors arrived by the thousands. 


Do many people enter a shopping center store 
on impulse and without forethought? 


Certainly. Perel & Lowenstein of Memphis say 
that 35 per cent of those entering the shopping 
center store visited the center for some other pur- 
pose. Stieff of Baltimore says that 60 per cent of 
the people entering its branch stores do so on 
impuise. Steller’s, Milwaukee, sets the figure at 
70 per cent. 

The supermarkets, department stores and ap- 
parel shops draw traffic to a one-stop shopping 








This suburban store estimates that 70 per cent of its 
customers come in on “impulse.” A glance at the 
store itself will tell you some of the reasons that this 
is SO. 

Glass walls along the front and on the west side 
reveal the warmly modern salmon and blue interior 
to every casual shopper passing by. An assortment 
of merchandise in glass display cases is an invitation 
to enter. An outside canopy encourages window 
shopping even in bad weather, and a huge electric 
sign which can be seen by approaching motorists 
directs shoppers to the store. 

Steller’s reputation as the third oldest jeweler in 
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Plenty of spur-of-the-moment shoppers 


Milwaukee gave the new store its start. Success was 
assured from the beginning. Now the suburban 
branch is attracting more business than the old store 
to the point that LeRoy and Howard Steller say, 
“Our new store is our main store.” They have even 
transferred all bookkeeping transactions to the new 
main office. 

With all its success, the Capitol Court store has 
taken very little business away from the old Steller’s 
store. Location in a busy shopping center has 
brought a new clientele who buy better quality and 
higher priced jewelry and watches than were carried 
by the old store. 
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center, and jewelers reap some of the benefit. 


Do shopping-center jewelers think that results 
have been up to expectations? 


More than half of the stores told us: “far above 
expectations,” “better than we anticipated,” 
“more than pleased,” or “‘well satisfied.” 

The others reported: “a little less than expected, 
but we’re optimistic,” “about up to expectations, 
but we haven’t been here long enough,” or “too 
soon to tell.”” Most of this group has been in 
business less than a year and some are in brand- 
new shopping centers. It takes a shopping center 
itself about two years to develop full drawing- 
power. 

Has opening the branch store lessened sales 
in the main store? Two-thirds say “No” (in some 
cases, downtown sales have risen). And usually 
any decrease in downtown activity has been more 
than offset by volume at the branches. 

“We are happy with the suburban store,” says 
Bob Wehmueller of Wehmueller-Hamilton Jewel- 
ers, in Northland Shopping Center, St. Louis. 
“We are not looking forward to making a lot of 
money out of the new store, but it is a wonderful 
place to work.” 

And Jerry E. Porter, of Jay’s Jewelers, Wes- 
town Shopping Center, Dayton, Ohio, summed it 
up this way: 

“The same people come to the center every week 
for groceries, drug store purchases and the like. 
Word of mouth can ruin reputation. Pressure 
and shaky deals are taboo, because you sell people 
who live in the same neighborhood, on the same 
street and side by side. We are more than pleased 
with the whole operation.” Sean 

















The Whittington jewelry store has a Georgian 
look. It is in Edmondson Village Shopping Cen- 
ter near Baltimore and opened in 1949. 











Downtown store’s reputation gets 
branch off to a good start 
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Here is one branch store with a drive-in bank 
for a neighbor. The D. P. Paul Co. has enjoyed 
this unique location in Wards Corner Shopping 
Center for nearly three years with no regrets at 
all. A side window facing on the driveway dis- 
plays novelty merchandise and catches the eye 
of motorists making deposits and withdrawals. 

The new store had no trouble getting started, 
largely because the company has been known in 
Norfolk, Va., for a century. On the first day 
they attracted several thousand people to the 
store by giving away roses and silver polish. 
Sales were good within the first week and have 
continued so ever since. 

A new group of customers patronizes their 
branch store in the suburbs. Mothers with chil- 
dren and casual shoppers in informal dress like 
to browse among the wide aisles and pick up 
merchandise from the many open cases. Some 
of them are tired shoppers who welcome the 
sight of comfortable chairs. 

Watch repair attracts many suburbanites to 
the jewelry store. Repair business in the shop- 
ping center is proportionately greater than in 
the main store. Paul’s encourages this as a 
strong incentive to sales. 
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pring blossoms: 


tonic for 


jewelers’ sales 


® SPRING IN THE JEWELRY STORE should be as 
bright and gay and as full of activity as the sea- 
son itself. There are a number of excellent dis- 
play ideas which can make Spring windows the 
prettiest of the year. 

So put your store in Spring dress, and at an 
early date. Like the first crocus, early Spring 
windows are sure eye-catchers—and the jeweler 
doesn’t have to wait on Nature! Your customers 
will welcome new ideas for homes and wardrobes, 
and for sparkling new jewelry accents too—new 
table accessories and pretty gift suggestions. 
Spring brings weddings and showers and bridge 
parties and Mother’s Day and Easter. And the 
jeweler should be prepared with inspiration and 
merchandise for all these gay occasions. 

There’s nothing like “the flowers that bloom” 


Heavy display net or fine-meshed painted wire makes a 
display unit for this setting. When rolled into a scroll 
supported by an easel, it carries various precious jewelry 
pieces. Flowering spring branches or dried foliage extend 
from the curled ends of the “scroll.” Flower-shaped cut- 
outs, fabric covered, hang from the window ceiling by nar- 
row ribbons or fine wires and support additional jewelry. 
Small gift wrapped packages and the copy card suggest 
the Easter gift idea. Circular pads, also fabric covered, 
give additional display space. 





Flowers and fine jewels — 
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to make the jeweler’s window spell Spring in 
capital letters. This is the time of year to have 
a good working arrangement with a local florist. 
Most florists will be quite cooperative on costs in 
return for a courtesy-card mention in the window. 
Fresh flowers and flowering plants “‘belong”’ with 
jewelry merchandise and will give displays a 
charm and grace that nothing else can match. 
Artificial flowers, being more economical, may be 
more practical, but you can get really fine ones— 
and you should use only the best with your fine 
merchandise. 

In choosing background materials, remember 
that colors and textures that seem rich and sump- 
tuous in the winter may look drab in Spring sun- 
shine. Change to lighter, brighter colors and 
smoother, cleaner textures for Spring displays. 








Spring! The very word 
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let’s get it in our windows 
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Religious jewelry for Easter giving is suggested in a dig- 
nified manner in this display. The three-dimensional cross 
can be made of wood and either covered in fabric or care- 
fully painted. Two Easter-lily plants soften the back- 
ground, and the gift-boxed merchandise is placed on step 
elevations. A hand-lettered card carries a copy message. 
For an Easter week-end display, all merchandise might be 
removed, the cross centered in the window with the lilies 
flanking it and an appropriate message hand lettered on 
an open book in the foreground. 


by Virginia Dixon 


Tennyson helps to set the theme for this display of 
sterling silver flatware: “In the Spring a young 
man’s fancy lightly turns to thoughts of love’ —and 
a young woman chooses her silver pattern! Leaf-like 
holders for knife, fork and spoon, made from felt or 
fabric-covered cardboard, are planted in painted 
flower pots to show a variety of patterns. The silver- 
ware can be wired to the pads. A chest of silver is 
shown against the background which is decorated 
with Spring flowering branches. Additional flatware 
pieces are displayed on the window floor. 





A purchase plan for sterling-silver flatware can be drama- 
tized in this setting. Plaques holding place settings or 
whatever combination of flatware pieces you wish to sug- 
gest are arranged on elevations to the left. Serving pieces 
are placed on plaques on the window floor and a complete 
service is shown in the chest on the right. Small copy rib- 
bons indicate—“This unit for $0.00” ... “plus this unit 
for $0.00” ... “plus these serving pieces” .. . etc., “will 
give you a service like this.” A flower centerpiece arrange- 
ment is placed next to the copy panel which explains the 


purchase plan. 





WHAT’S 
WHAT IN INVENTORY 


by William Scheibel 


How to organize a control book for all your 
merchandise ... how to inventory watches ... 
and how to use a dozen secret codes that show 


cost figures and dates of delivery 


® EFFICIENT INVENTORY CONTROL really consists 
of three important elements: 

1. The purchase order form. 

2. The inventory book. 

3. The sales slip or sales check. 

When merchandise is purchased, all orders 
should be made out on the store’s regular order 
forms. If you ever buy by telephone or telegraph, 
be sure to confirm the order at once with your 
usual form. 

Issue each order in triplicate. Send the original 
to the source of supply (see accompanying illus- 
tration A). Keep one copy for checking against 
the invoice. And clip the other copy to the proper 
page in the inventory book, or file it in a large 
envelope pasted inside the front cover of the 
inventory book. 

This triplicate copy, in the inventory book, 
shows that merchandise needed for stock has 
been ordered and eliminates the possibility of 
duplicating such items. When all articles on any 
such order form have been received and are en- 
tered in the control book—as will be explained 
later—this triplicate can be removed. 


Classifying your merchandise 


Experience in hundreds of stores has proved 
that a loose leaf book or binder is best for the 
inventory record. Pages can be inserted where 
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and when needed and locked securely in place. 

It is easy to departmentalize the inventory 
book according to merchandise groupings, and 
after that you can make entries and take physical 
inventories with a minimum amount of effort. 
[In order to departmentalize the book, it is first 
necessary to list all your kinds of merchandise 
by prime divisions or categories. Then subdivide 
some of these into secondary classifications as 
shown below: 

Line “A” 
ladies & men’s. (This is also done with lines “B,” “C” 
and “‘D.’’) 

Rings— diamond 

men’s diamond—ladies’ stone—men’s stone—men’s lodge 


W atches—ladies’—men’s—diamond watches: 


bridal pairs— engagement — wedding 
Sterling silver—flatware—hollowware 
Plated silver—flatware—hollowware 
Diamond jewelry (this includes all diamond-set pieces 
except rings and watches) 
Appliances Loose diamonds 
Lighters Mountings 
i yaternal pins Men’s jewelry 
Pearls Cameras 
Leather goods Electric shavers 
China Pens and pencil sets 
Clocks 


Promotional items 


Glassware 


Costume jewelry has not been included; neither 
have we provided for items retailing at less than 
$5. Watchbands can be included in the book or a 
special record of them may be kept in the watch 
repair department or in the particular cabinet 
in which they are displayed and stocked. 


Indexing inventory book 

Index tabs are provided for each major classi- 
fication and also for the subdivided groups. For 
example, the three groups of Line “A” watches 
(ladies’, men’s and diamond) would all have their 
own index tabs. The same thing would be done 
with lines “B,” “C” and “D.” Quickly to identify 
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PURCHASE ORDER | 


VENDOR'S COPY | 


N° 2415 
TO Line A Wakkh Company 








JONES JEWELERS 


WATCHES.... 
Expert Watch Repawing 44 Old Jewelry Restyled 
999 Main Street... 
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Illustration A. 
you have one copy for the supplier, 


If purchase orders are made in triplicate, 
one copy for checking 


or separate Line “A” from the others, we use a 
green tab for “A.” All of the three tabs for Line 
“B” would be pink; the tabs for Line “C” would 
be yellow and those for “D” could be red. 
Separate tabs are provided for the eight ring 
groups such as diamond rings, bridal pairs, en- 
gagement rings, wedding bands, etc. All of these 
eight index tabs will be of the same color—for 
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against the invoice, and one copy to keep in the control 
book until merchandise is entered there. 


thus automatically tying all 
Tabs for all other 


instance, light blue 
rings into one over-all group. 
items would be white. 





Importance of the invoice 


Let’s now assume that you have just received 
a shipment of merchandise that was purchased 
(please turn page) 
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WHAT’S WHAT IN INVENTORY (continued) 


because the inventory book showed need for it. 
Immediately upon arrival, check each item against 
the invoice to make certain that everything shown 
on the bill has been received. 

Then compare the invoice with the duplicate 
copy of the order against which the merchandise 
was shipped, to verify the correctness of the 
items, amounts ordered and prices billed. If 
everything checks out satisfactorily, tag the 
articles and enter them in the inventory book. 
Then deduct all discounts and rubber-stamp the 
invoices. 

but don’t accept an invoice for payment until 
each item thereon shows an inventory book page 
and line number as provided for in the rubber 
stamp. Initial or sign the invoice when every- 
thing is in order. (See Figure 1.) 


INVOICE O.K. 
care recd 3- /4- 


STOCKED By ‘ 


4-16-57 


DATE 


3-2/-S57 


Figure 1 


As will be obvious by now, invoices are valu- 
able papers. They should be registered on receipt 
or carefully filed in some alphabetical arrange- 
ment. 


Inventorying watches 
For sake of convenience, we will first inventory 
watches. We start by grouping all watches ac- 


Figure 2. Top portion of one page 


from a control book. Its columns re- 
cord the 


ladies’ watches retailing for $29.75. 


inventory of one brand of 


cording to brand names and secondary classifica- 
tions. For example, all Line “A” ladies’ watches 
are considered first. They are arranged according 
to retail price, the $29.75 ladies’ watches in one 
lot, the $37.50 ladies’ watches in another group, 
and so on. As will be seen later, it is well to con- 
fine each popular selling price bracket to its own 
page or pages. Thus, the $29.75 models will be 
listed on one page, the $37.50 styles on another 
page, etc. 

Follow the same routine with the Line “A” 
men’s watches and then with the diamond-set 
models. The diamond watches can be combined 
on one page if desired; otherwise, the ladies’ can 
be listed on one page and the men’s on another. 
The same routine is followed with watches in 
Lines “B,” “C” and “D.”’ The nondescript can all 
be grouped together, the ladies’ on one set of 
pages and the men’s on another. 

Merchandise is arranged according to retail 
prices in order to help the taking of physical in- 
ventories, placing of orders, etc. Let’s suppose 
that the Line ‘‘A”’ watch salesman is calling for 
his annual fall order. Before you look at his 
samples, you should how many ladies’ 
watches, in each of your price ranges, are still 
in stock. You can find out at once simply by run- 
ning your eyes down the pages to see what items 
are still open—unsold—in each retail-price group. 
Using the same routine with other watches, you 
can draw up a list of what is still in stock, and 
will be able to select exactly what merchandise 
is needed, in the proper price brackets, to fill out 
the store’s inventory. 

The inventory book shows not only what is 
selling but—equally important—what isn’t sell- 
ing. If the book shows that a number of watches 
have been in stock for 18 months or longer it 
behooves the buyer, manager or owner to deter- 
mine the reason for this. 

Are the watches still salable? Do they look 
fresh and clean? Have they been properly dis- 
played and “pushed”? If all answers to these 
questions are in the affirmative, it is possible that 
the buyer overbought himself on these models 
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or that the store is not a particularly good outlet 
for this type of merchandise. 

In either event there is but one solution: clear 
them out as quickly as possible even if they have 
to be offered at a special price. If the line is price 
fixed and the manufacturer will not permit a 
price cut, he should be asked to exchange the slow 
sellers for other merchandise that will move 
faster. 


Numbering pages for fast work 

As will be seen from Figure 2, each inventory 
page is numbered; so is each line on the page. 
The combination of these two numbers, page and 
line, becomes the stock number of the article 
listed. The stock number is shown on the price 
tag, thus making it extremely easy to locate any 
item in the inventory book. For example, stock 
number 6103 means that the piece in question is 
listed on page 61, line 2. Similarly, 11429 identi- 
files an object on page /14, line 29. 

Suppose a tag is found on the floor. This could 
mean one of two things; it may have dropped off 
by accident or been improperly discarded when 
the item was sold. With this system, it takes only 
a few moments to unravel the “mystery”: Since 
the tag shows page and line number of listing 
in the inventory book, the item can be identified 
at once. If the item cannot be located in stock, 
it possibly has been sold and in that event a sales 
slip can be found. The sales slip will show who 
sold it, to whom it was sold, and for how much. 
Thus the system is pretty well fool-proof and 
error-proof. 


What the inventory sheets show 

We are now ready to lay out the pages for the 
Control Book. The page size most favored is 14” 
long by 11” wide. This is a standard size for 
which binders or covers are readily obtainable 
everywhere. The sheets are punched to fit the 
covers. 

There are many organizations that specialize 
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in this type of work, among them being Wilson- 
Jones Co., Charles R. Hadley Co., Business Sys- 
tems, Inc., Pacific Business Forms Co., and 
Thompson Lithographers of New York. Local 
printers of business forms or retailers of com- 
mercial stationery can make up these forms and 
supply binders for them. There are also stand- 
ard forms on the market which are ready for use 
and which can be adapted easily enough to the 
system suggested in this article. 

Inventory pages should describe each listed 
item so that it can be identified quickly. For 
example, let’s consider watches again. At the top 
of the page we should show the page number and 
type or kind of watches listed thereon. The vari- 
ous headings across the page will include: 


1. Line number 

2. Date received 

3. Source of supply 

. Name or model number 

e). Color 

» Quality 
Number of jewels 
Number of diamonds 

. Case or movement 
number 

. Cost in code 

. Retail price 

2. Date sold 

3. Sales check number 

4. Sold for 

5. Name of customer 


l 
l 
l 
l 
l 


Please refer again to Figure 2. The page il- 
lustrated embodies the best features and ideas 
gleaned from many inventory systems now in suc- 
cessful use. Nonetheless, no claim is made that 
this page layout or the system recommended in 
this article is the only one that will give satisfac- 
tory results. Changes can be made to suit indi- 
vidual ideas or situations peculiar to any store. 


“Secret” price codes 

Now that we have the inventory page laid out 
and we are ready to list the merchandise, we 
must also make preparations to tag the goods. 
For this we will need a code to show our cost 
prices and some simple method to indicate the 
date each item was put into stock. This latter 
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information is important so that salesmen can 
recognize and push the older merchandise so it 
will not become out-dated. 

There are two kinds of “‘secret’’ codes for mark- 
ing cost prices. One is alphabetical and the other 
is numerical. An alphabetical code requires a 
ten-letter word or name in which no two letters 
are duplicated. Here are a few such examples: 


Rockingham 

Black Horse 

West Durhan 
Young Blad« 

Pink Flower 
Trade Quick 
Make Profit 

Money Talks 
Eskimo Lady 
Republican 


The first letter of any of these phrases repre- 
sents the figure 1, the second letter stands for 2, 
and so on. Where necessary to repeat a numeral 
the letter ““X’’ is used. For instance, if two iden- 
tical numbers follow each other, as in $9.55 or 
$18.00, the letter ““X” is used for the repeating 
letter. Using Rockingham as our code base, $9.55 
would be AJX and $18.00 would be RHMX. Once 
a code is adopted and employed for a brief time, 
its use becomes almost second nature and prices 
can be coded or de-coded in a flash. 

To “date” the merchandise, in combination 
with this cost code, a simple method like this can 
be followed: Divide the year into four quarters, 
identifying the first three months with the figure 
1; the next quarter, or second three months, will 
be represented by the figure 2, and so on. The 
year will be indicated by its last numeral. Thus, 
1957 will have 7 as its identifying number and 
1958 will be designated by 8. 

Now combining the two codes we have some- 
thing like this: 


. 2RXCE7 
. 8SRHMX6 
1-ABX8& 


In ‘‘a’”’ the item was stocked in the second quar- 
ter of 1957 (during April, May or June) and it 
cost $22.95, using Trade quick as code base. In 
“‘b” the article was stocked in the third quarter of 
1956 (during July, August or September) and 
it cost $18.00 using Rockingham as code base. In 
“ce” the item was inventoried during the first 
three months of 1958 and it cost $9.55, using 
Republican as code base. Please note the hyphen 
or dash between the figure 1 and the letter “A”’ 
in the last example. The hyphen is inserted to 
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eliminate the possible danger of confusing the 
figure 1 with the letter “I.”’ 


The keystone code 

[f a numerical code is preferred, there are 
many from which to choose. There is the old 
reliable ‘“‘Keystone” code where the cost is dou- 
bled. For instance, a stone ring costing $13.85 
would be marked 2770. To “date’’ the item we 
can follow the little scheme already outlined 
where the first and last numerals show the quar- 
ter of the year and the year itself respectively. 
Thus, a watch costing $13.85 and inventoried in 
March of 1958 would be marked like this: 127708. 

Or, to eliminate any possible chance of confus- 
ing the dating numerals with cost figures, we 
can assign the letters “A,” “‘B,”’ “C” and “‘D” for 
the four quarters of the year and then give an 
arbitrary letter to represent the year. For in- 
stance, 


1956 would be shown by F 
1957 would be shown by G 
1958 would be shown by H 
1959 would be shown by K 


and so on. Please note that “F’”’ is the sixth letter 
of the alphabet, “G” is the seventh and “H” is 
the eighth. However, we do not use the letter “T’’ 
since it so closely resembles figure 1. Instead we 
use “K.”’ Thus, a man’s Masonic ring costing 
$19.75 and stocked in August of 1957 would be 
Keystoned and dated this way: C3950G. 

There are, of course, many jewelers who merely 
list their cost and put a “blind’’ number before 
and aft. These blind numbers could represent 
the time the merchandise was put into stock. For 
instance, 314857 would mean that the item in 
question was inventoried during the third quarter 
of 1957 and cost $14.85. 


The retail price on tag, too 

While it is useful to show cost on price tags, 
it is far more important to show the retail price. 
And it should be shown in easy-to-read, easy-to- 
understand figures. Price acts as a silent sales- 
man. It advertises the price to the prospective 
buyer who hesitates to ask what the article costs. 
Showing the price on the tag also eliminates 
errors; and when it is there in plain everyday 
figures, it gives the customer the assurance that 
he is paying the correct price, the same price 
asked of everyone. The retail price on the tag is 
also of much help when inventories are taken, as 
will be explained later. 

As each watch is listed in the inventory book, 
it is identified with a small adhesive “Kum 
Kleen” label which is affixed to the back of the 
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case. When a watch is sold, this label is peeled 
off easily and quickly without harm to the watch. 
The following data is shown on the label: 


Retail price 
Cost and date Pa 


Jewels & case quality 








Page and line number 


) 


Figure 3 


To recapitulate, we interpret the tag—F igure 
3—to read like this: The watch retails for $29.75; 
it was stocked during April, May or June of 1956 
and it cost $15.95 using Republican as code base. 
It has a 17-jewel movement and a yellow gold 
filled case and is listed on page 61, line 5. When 
the watch is sold all data on the tag is copied onto 
a sales slip which is used later when checking 
the item out of inventory. More about this later. 


Tagging your ring stock 
Rings are usually identified with a bend-over 
plastic tag that snaps around the shank. These 


tags are of a dark opaque color which permits 
the necessary data to be scratched on with a sharp 
pointed tool or stylus. Information usually shown 
on a diamond ring tag includes: 


Retail vrice 


date stocked meen atl 





anc 


Page and line number of 
listing & quality of metal 


Center stone weicht - 





other stones and weisht -7~ 
Figure 4 


Reading this tag, we find that the ring retails 
at $200. It was stocked during April, May or 
June of 1955. It cost $105, using Republican as 
code base. The center stone weighs 90 points and 
the other two stones a total of 8 points. The 
mounting is 18-karat gold, and the ring is listed 
on page 108, line 76. Since these plastic tags have 
two panels or sides on which to scratch this in- 
formation the necessary data can be divided as 
shown in illustration number 4. Figure 5 shows 
a tag on a ring with all data on one panel. 


Figure 5 
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In April, William Scheibel will describe 
how well-managed stores inventory 
rings, loose diamonds and other mer- 
chandise; also what information belongs 


on the sales slip. 
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To Promote Your Diamonds 


Diamond Gift Advertising 


in Time, Newsweek, The New Yorker, Town & Country, National Geographic 


Re 
eS 
& 


Additional advertising promoting the Engagement 
Diamond Tradition is working for you in 
Look, The Saturday Evening Post, Reader’s Digest — 


tie-in — keep diamond sales coming your way. 
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FREE; Diamond Gift Folders 


“Order 1000— free! Or order several thousand, and get your 


first thousand free. Enclose 75¢ for each additional thousand. 


Take advantage of the big, year-round opportunities 
for diamond gift sales. Use these free folders .. . 
tie-in with the national advertising . . . to promote 
vour diamond gifts. 

The folders feature diamond gifts for anniversaries, 
the birth of a child, birthdays and other family gift 
occasions. They give interesting facts about diamonds, 
invite customers into your store. 

They re sized for bill enclosure and counter 
distribution. Space is provided for you to imprint your 
name and address. Order 1000 free! Enclose 75¢ for 
each additional thousand. Order through Diamond 


Promotion Department, Reuben H. Donnelley Corp.., 


230 East Sandford Blvd.. Mt. Vernon. N. Y. 


De Beers Consolidated Mines, Ltd. 
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Mr. Rivkin has “lived” the jewelry business for 
more than 30 years. His family are diamond mer- 
chants. While attending the City College of New 
York, he worked behind the counter of New York’s 
largest credit jewelry store. Then, as a sales repre- 
sentative of the Jules Jurgensen Corp., he sold dia- 
monds and watches to hundreds of retail jewelers, 
and on week ends he worked “behind the counter” in 
many stores. This “in the field” background pro- 
vided a practical entrance into the jewelry advertis- 
ing business. He progressed to sales and advertising 
manager of a leading diamond-ring manufacturer 
and then to Gramercy Advertising Co., Inc., of New 
York. He is now vice-president of that agency which 
has many jewelry accounts. 








Put your telephone 


to work — 


with imagination 


by Samuel Rivkin 


® TODAY’S SUCCESSFUL JEWELER must be a creative 
jeweler. Whether he runs a small family enter- 
prise or operates a large credit establishment, his 
success depends on the use of advertising, mer- 
chandising, promotion know-how. Plus one more 
tool that is too often lacking-—imagination. 
Take the telephone! Here is a proven sales- 
maker which often sits neglected in the jewelry 
store. Telephone company records show that 
every working day—and evening and week end— 
thousands of merchants in practically every re- 
tail field are using the telephone—and imagina- 
tion—to sell merchandise. They are creating sales 
which otherwise would not have been made. 


Low-cost, personal selling 

Let’s consider cost first. If the jeweler builds 
his prospect list judiciously, the cost per sale may 
be less than advertising by newspaper, radio, 
TV or other media. And the potential profit is 
well worth the time and energy involved in per- 
sonally soliciting individuals by phone. 

Actually the main advantage of telephone sell- 
ing is that it 7s personal. It lets the salesman 
change course, answer questions, and fit his sell- 
ing plan to the needs of the moment. This is use- 
ful because customers know little about the quali- 
ties of a watch or a diamond ring. The jeweler’s 
historic role as a trusted advisor is utilized to its 
fullest extent in the personal contact of the tele- 
phone wire. 

Another advantage of the telephone is that it 
is specific. It can reach a particular individual at 
a particular time. It does not operate on the 
“shotgun” technique of the newspaper, radio or 
television. 

Finally, the telephone can be used most effec- 
tively during the time of day when store traffic 
volume is lowest and the jeweler has the most 
free time—the morning hours. Merrill DeVoe, 
in his highly informative book, Successful Tele- 
phone Selling, points out that 42 per cent of tele- 
phone sales made to housewives at home are con- 
cluded between 9:30 and 11:30, with the remain- 
ing seven hours between 8:30 A.M. and 5:30 P.M. 
accounting for the other 58 per cent. The time 
of the least activity within the jewelry store, the 
morning hours, are judged the best to reach the 
prime telephone prospect—the woman at home. 


(Please turn to page 82) 
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BAUMGOLD BROS.. INC. 


cordially invite you 


to see their 


DIAMOND EXHIBITS 


in the 


BELGIAN SECTION 


at the 


BRUSSELS WORLD'S FAIR 


April 17 through 
October 19, 1958 


As usual, Baumgold will exhibit 
the unusual as well as the creative... 


all of which will help you sell more diamonds. 


You are also cordially invited to visit our Antwerp office at 
86 Rue du Pelican. Mr. Theodore Baumgold, who is in charge of 


our Belgian Branch, will be happy to welcome you personally. 


BAUMGOLD BROS., INC. 580 Fifth Ave., New York 36, N. Y. © 86 Rue du Pelican, Antwerp, Belgium 
NEW YORK * LOS ANGELES * TORONTO * MONTREAL * VANCOUVER * LONDON «+ ANTWERP 
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use that telephone to increase sales 


(Continued from page 3sU) 


Mr. DeVoe also points out that the two most 
productive days for telephone selling are Mon- 
day and Tuesday, the days when the average 
jewelry store is least busy, while Friday and 
Saturday, the days when store traffic is the high- 
est, are the least effective days for telephone 
selling. 


Your prospect list 


A telephone sale, however, does not mean just 
picking up the phone and dialing a number. Most 
of the work is done before the receiver is lifted 
from its cradle, through a sound, effective selling 
plan. 

The most important part of the planning stage 
is to select your prospects. Either you obtain 
prospects to fit the merchandise you have to sell 
or you obtain merchandise to fit the needs of 
prospects you can reach by phone. Here are some 
examples which illustrate these two methods: 

Obtain a list of graduates of the local high 
school or elementary school. Parents are natural- 
ly prospects for such graduation gifts as wrist 
watches, portable typewriters, fountain pens or 
other merchandise you stock. 

Obtain lists of birthdays of local residents— 
school children, wives, husbands. Call the family 
and suggest birthday present—depending upon 
age and other characteristics of person. 

Watch the calendar. Call husbands and wives 
before Valentine’s Day, fathers and sons before 
Mother’s Day, wives and daughters’. before 
Father’s Day, etc. 

You have purchased a number of “golf” 
watches. You obtain a list of members of the 
local golf or country club and call their wives sug- 
gesting the watch as a gift for a future birthday. 

Put your own sales records to work. A year 
after each wedding-ring sale, call and suggest an 
anniversary present. Two or three years after, 
call and suggest that the ring be brought in for 
a thorough check-up and free cleaning. This gives 
you the opportunity to sell a larger diamond, 
which the customer may now be able to buy. Or 
you can suggest having the diamond reset in a 
newer type of mounting. 

A year after a watch is sold, telephone your 
suggestion that the watch be brought in for a 
cleaning. Five years after a watch is sold, tele- 
phone your suggestion that the watch be traded 
in for a newer, more fashionable model. 

Telephone the purchasing agents—or, better 
yet, the president of any local plants. The busi- 
ness gift market has grown enormously and the 
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telephone can help you get your share of it. Sug- 
gest that the agent stop in to see you, or make an 
appointment to see him at his plant. Offer him a 
discount on quantity purchases. Cigarette light- 
ers, fountain pens, men’s jewelry, desk clocks and 
jewelry novelties make fine gifts. Plug the fact 
that you will make exchanges for those who wish 
them and that the company is doing business with 
a local community merchant. 

Having drawn up a prospect list, you are now 
ready to put the telephone to sales use. Good 
record keeping is essential, and 3 in. by 5 in. file 
cards are best for this purpose. Write down the 
name, phone number, best time for the call, and 
whatever credit information is available. List 
the type of merchandise previously purchased, the 
number of people in the family, and other facts. 
Also, on the same card, record the results of your 
call, to help with follow-up. 

As you begin your first campaign you may want 
to have before you a little script or outline. This 
will list all of your products’ benefits, with special 
key phrases or explanations to be used in your 
presentation. These details make your descrip- 
tions sparkle and help your customer visualize 
the product. Just how much of this “script” you 
should memorize will vary with the person mak- 
ing the call. You might even make your first few 
calls from a fully prepared script to give you con- 
fidence. As you get into the swing you will find 
yourself re-arranging your conversation to fit the 
individual call. 


Your sales approach 

The phone presentation, to be effective, should 
have three main parts: an opening, a sales mes- 
sage, and a closing. 

The opening must get attention and create 
interest. It must identify you in a friendly way 
and create a feeling of confidence. This warm-up 
period will get your prospect into the proper 
mood to receive your sales message. Here are 
some examples: “Hello, this is Mr. Doe of Smith’s 
Jewelry Store calling to see if you received our 
special offer in the mail (or if you read our ad) 
this past week.”’ 

Or it might be: “Good morning, Mrs. Jones, 
this is Mr. Sweeney of Smith’s Jewelers. I phoned 
you because I thought you might be interested in 
the graduation special we’re running this week 
end. I know you want your son to have the finest 
watch when he graduates.”’” Another demonstra- 
tion of helpfulness might be this opening: “Good 
morning, Mr. Dunn, this is Mr. Clark of the Jewel 


(Please turn to page 131) 


“IRCULAR-KEYSTONE,. MARCH 1958 





by Dr. Frederick H. Pough, gem consultant for JC-K 


What can we 
expect in 


an emerald? 


In this series, Dr. Pough is summing up the vital 
facts about stones which a jeweler may be called 
upon to supply—their availability, their quality, 


and their cost.—Editor. 


® TOO OFTEN A CUSTOMER orders a certain size or 
type of stone, only to be disappointed. Perhaps 
the jeweler did not know that the cost of the 
quality specified is beyond the customer’s means. 
Perhaps the customer, the jeweler, and the sup- 
plier had different ideas of what was wanted. Or 
perhaps larger sizes in certain stones are just 
not to be found. To eliminate such experiences, 
we are now going through the list of gemstones 
in alphabetical (mineralogical) sequence. The 
beryl varieties, with the exception of emerald, 
were covered last month. 

Coming now to emerald itself, we find two 
curious situations. In the first place, beryl crys- 
tals, which readily reach giant size when they 
grow as common aquamarine, are less successful 
in developing as emeralds. This is because chro- 
mium, which provides the green color, interferes 
with the lattice structure so that emerald crystals 
seldom reach 12 inches in length. The few foot- 
long ones found in South Africa have no gem 
qualities. In most cases the color is in a thin 


shell that forms a surface skin. Why this should 
be is not clearly understood, but the rarity of 
emerald is undoubtedly related to the rarity of 
the proper combination of conditions. 


Chromium 

Chromium is not too common an element in 
nature. As an ore it is usually associated with 
dark rocks that are full of iron and magnesium. 
We don’t find enough of it for our uses. Beryllium, 
another rare metal, is even more scarce, and more 
urgently needed. It is usually associated with 
lirht-colored granite rocks, rocks that are mainly 
potassium, aluminum and silica, and exceptionally 
low in the ferro-magnesian compounds. Under 
these conditions, it is easy to see why growing 
crystals of beryl are rarely exposed to contamina- 
tion by chromium, a miscegenation they seem to 
welcome with open lattices (the chromium prob- 
ably slips into the place of an aluminum atom). 

We do not know of any source of chromium in 
Colombia, though Colombia is a major producer 
of platinum which also is associated with dark 
rocks. Colombia’s production of beryllium is 
small, and none of the emerald crystals reach any 
great size. As we mentioned earlier, the Muzo 
crystals are in a freak vein-like occurrence in 
sedimentary rocks. Chivor (Somondoco) is more 
vegmatitic, showing an association of quartz and 
feldspar with pyrite in the veins; but it, too, is 
more vein-like than dike-like. Vein beryl]! of this 
type of occurrence, forming slender colorless 
crystals, has been found in some tin mines in 
Africa, and in Irish Creek, Va. 

More characteristic for emerald are examples 
where the source of the chromium is to be found 
in the bordering rocks, ready to ambush the 
beryl-forming solutions as they migrate from the 
vein. Examples of beryllium diffusing from the 
pegmatitic source into the rock borders are not 
common. (Beryllium does not seem to migrate 
freely from a magma into host rocks, where it 
replaces earlier minerals. If it did, we might 
find the long-sought low-grade beryllium ore de- 
posit we are still seeking. It is unlike fluorine, 
a gas that frequently “‘topazes” feldspar.) Best 
known are the Siberian deposits. Less well- 
known, but similar, are the African deposits, at 
least one of the Brazilian deposits, and the Ha- 
bachtal, Tyrol, occurrence. The emerald crystals 
of all of these localities are solidly embedded in a 
mica schist, sometimes associated with quartz 
and feldspar as in Brazil and Africa. 

Crystals grown in this way (pushing aside or 
replacing the original occupants of the space) can 
have few flawless areas. Emerald crystals are 

(Please turn to page 84) 
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WHAT CAN WE EXPECT IN AN EMERALD? 


(Continued from page 35) 


no exception—and this is one obvious reason for 
the rarity of large, clear emerald gems. 

In addition to the difficulty of obtaining the 
right association of rare metals, chromium seems 
to introduce a strain into the lattice when it 
squeezes itself into the space left for an aluminum 


The “Patrician,” a 632-carat emerald crystal from Colom- 
bia, recently presented to the Morgan Collection at the 
American Museum of Natural History. (Photo courtesy of 
the museum.) 


atom. Hence, while aquamarine crystals can 
grow to giant size without flaw or fatal strain, 
large emerald crystals are extremely rare and 
are seldom or never clear. The largest of the clear 
crystals come from Muzo and Somondoco. A two- 
and-a-half inch, 632-carat crystal, on display at 
the American Museum of Natural History, is one 
of the largest known that shows any real clarity. 
Bigger crystals have been found encased in black 
mica in Siberia, but they are opaque and badly 
flawed. Fine Russian gems are most unusual. 
The African material and some Brazilian stones 
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are similar. One might find it difficult to tell one 
unlabelled specimen from another, so naturally 
they all have the same limitations. A large well- 
publicized African crystal found last year proved 
on examination in New York to be lacking in gem 
quality and well-nigh worthless. 

Very small emeralds are not common either. 
Durable mineral pebbles that are washed into 
stream beds survive for years as they gradually 
work their way downhill. But emerald is notori- 
ously brittle, thanks to the chromium; and small 
erystals and tiny remnants do not persist in the 
stream beds. Consequently, the calibre cutter 
does not have many stones that he can fashion 
into square bits with definite dimensions. 


Color in emerald 

Size is an important factor in color intensity 
and small stones rarely show a really fine green. 
Some emeralds are very pale and would probably 
he considered green bery! but for their showing 
of red in the emerald filter. Others are rich grass- 
green or blue-green. (Now that the Siberian 
grass-green is seldom seen, the blue-green of 
Colombian stones is thought by some merchants 
to be preferable—after all, that is what they 
have!) African stones are “blackish,” and 
thought to be too dark. Stones called “Egyptian”’ 
are bright and attractive, though a little lighter 
than what is generally considered best. 


The usefulness of flaws 


Emeralds can be used to teach the consumer 
to accept a beautiful flawed stone, and not reject 
it because of a slight blemish. The color of an 
emerald is its own. No other gemstone in nature 
approaches it except the finest jewel jades. Any- 
one wishing to wear this green in a clear stone 
is limited to the natural or cultured emeralds. 
(We can disregard the cheap glass imitations.) 

The judging and pricing of emeralds cannot be 
described in words; for too much hangs on slight 
tints of color, the dimensions and proportions of 
the stone, and even the exact angle and location 
of flaws. Like rubies they are recognized as in- 
dividuals at an early size, for even a fine one-carat 
stone has enough value and importance to make 
its replacement or duplication a difficult matter. 
We look first at color and size, then we consider 
how clear or flawed the stone may be. Flaws are 
not by any means a first consideration. We ask 
only that they be not so numerous as to detract 
from the beauty of the stone or to impair its 
strength. One finds buyers expressing an intelli- 
gent attitude toward them, an attitude one could 

(Please turn to page 100) 
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Between you and the sale of a diamond . . . 


Your Diamonds in Public 


by Gladys Babson Hannaford 


“It is up to jewelers every- 


where to convince older women 


that the beauty of diamonds is 


rightfully theirs.” 


°* A woman came into a jewelry store I was visit- 
ing and asked to see diamond bracelets. She was 
well groomed and it was difficult to tell her age. 
She could have been anywhere between 60 and 
70. Although obviously a woman with consider- 
able poise, she was a little ill at ease standing at 
the counter. The jeweler recognized this and took 
her into his diamond room. I did not get the full 
story until later. 

In the more relaxed atmosphere she confided to 
him, “Tomorrow will be my fiftieth wedding an- 
niversary, but my husband died nearly a year 
ago. He said many times that he was going to 
buy me a diamond bracelet when this anniversary 
came. I can afford to buy the bracelet myself but 
I’m afraid it seems a little foolish at my age.” 
Even as she talked, she was holding one of the 
bracelets that she obviously wanted. 

The jeweler handled the situation very well. He 
said, “I think it is a fine tribute to your husband 
that you are here. If you buy this diamond brace- 
let that he wanted you to have, it is really an in- 
vestment in his memory—-yours, too, in the years 
to come. Diamonds are one of the happiest in- 
vestments in memory that we can make and 
eventually pass along to our families.”’ 

Investment in memory — what a wonderful 
phrase! There isn’t an older woman with any 
family at all to whom this would not appeal. 
Women are born with a love of diamonds which 
does not lessen with the passing of time. When 
they reach middle age or beyond, their income is 
frequently at its greatest height, but they hesi- 
tate. They fear criticism. No woman should hesi- 
tate to express her love of diamonds; it makes 
her more feminine in the eyes of others. But she 
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needs a reason. What a lovely reason is invest- 
ment in memory! If she is criticized by her chil- 
dren (or even her grandchildren) for making a 
reckless expenditure, she has only to say, “My 
dears, they will be yours some day—to remem- 
ber me by.” 

One problem is that only a few of these women 
give the jeweler a chance to present his argument. 
Too many think of diamonds as something lovely 
and romantic to be given them by men and not 
as something they buy for themselves. But what 
of the millions of older women who have no men 
to buy diamonds for them? And there are mil- 
lions of such women! Figures published in De- 
cember, 1956, show there are 7,568,000 women 
over 55 in this category and of these 6,148,000 
are widows. If they are to have diamonds, they 
will probably have to buy them for themselves. 
Women spend $15,000,000,000 a year on clothing. 
accessories and jewelry for themselves. I have 
a suspicion that diamonds are not getting their 
share of this money because women have not been 
conditioned to the idea of buying their own dia- 
monds. It is up to jewelers everywhere to con- 
vince these older women that the beauty of dia- 
monds is rightfully theirs. 

Once a woman has taken the plunge and bought 
herself a fine piece of diamond jewelry, she will 
brag about it and take delight in saying: “I just 
can’t help it—I’m mad about diamonds.” Being 
“mad about diamonds,” she will discover, gives 
her quite an exciting aura that her friends will 
love to talk about. Every time she says this, she 
will be selling herself on her next diamond pur- 
chase. And for that next purchase you won’t have 
to give her a reason. Zan 
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4 ways the fabulous TRAUB COLLECTION 
can boost ring sales now in your store! 


It’s working all over the country... it will work for you! 


— TRALR 


Big-space national advertising tells the romantic story of 
the Traub Collection to your prospects—and also shows 
them the most popular Orange Blossom sets. Full pages 
run month after month in Seventeen, the magazine that 
reaches 8 out of 10 of all U.S. teen-age girls! 


Special showing in your store of the fabulous Traub 
Collection really builds traffic! Your Orange Blossom sales- 
man will show you how to advertise and merchandise it 
—pull in prospects from miles away. Special showings are 
drawing big crowds all over Americ a! 
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CANADIAN PLANT: TRAUB MFG 
SEE THE FINE EMBLEMATIC AND 


CO. OF CANADA, LTD., WALKERVILLE, ONT 
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Hard-hitting promotion pieces arouse interest, stimulate 
traffic: rich-looking certificate comes with every Orange 
Blossom diamond ring... is blown up and laminated for 
counter display; plus new ad mats, mailers, handouts, and 
gorgeous new showcase trim! 
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New Profit-Sharing Ad Plan gives you the chance to 
make 5% extra profit! Just advertise Orange Blossom. 
Spend up to 5% of what you've paid us on the year’s pur- 
chases. Send us receipted bills—we'll reimburse you in 
merchandise. Keystone it—and the profit’s yours! 


Traub Manufacturing Co. 
Dept. T-83 
1934 McGraw, Detroit 8, Michiqan 


I want to cash in on Orange Blossom’s great new 
promotion. Send me full details today! 


* 
Name __ 
Firm 


City 
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JC-K creates a new editorial title» 


and appoints William Wagner as 


“INSTALLMENT-CREDIT CONSULTANT" 


PHOTO BY 
LEW PARRELLA 
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A B oO U T 


Bill Wagner discovered jewelry in 1923 while 
working for The Wall Street Journal. “What’s going 
on in diamonds and platinum?” the city editor 
wanted to know. “Go on up to Maiden Lane and find 
out.” Bill did find out—in doing so he met people 
who shaped the course of his life. 

In 1923 he became New York correspondent for 
The Keystone and served as such until 1934 when 
The Keystone combined with Jewelers’ Circular. 

While executive secretary of the Retail Jewelry 
Code Authority for New York and New Jersey dur- 
ing the NRA days, he helped organize the Associ- 
ated Credit Jewelers of those states. He co-authored 
New York’s second-hand watch law in 1936, a 
model for similar legislation in other states. He 
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led a reform of New York’s wage assignment law 
and he has represented the jewelry business in the 
New York Conference on Installment Selling since 
1941. 

From 1942 until Jan. 31, 1958, he was executive 
secretary of the National Association of Credit 
Jewelers (later the National Jewelers Association). 
When NJA merged with ANRJA, he was named 
consumer credit consultant for the combined RJA. 

Now, we are happy to say, Bill is rejoining the 
editorial staff which ushered him into the jewelry 
business. After an absence of 24 years, he returns 
with a wealth of experience to a new and important 
assignment which will make JC-K of even greater 
value to its readers. 











of interest to every jeweler 


CASH or CREDIT 


There is no question that every jeweler in 
America is profoundly affected by consumer 
credit. And certainly no one in the industry 
has had than William 


Wagner to the problems peculiar to jewelry 


more exposure 


store credit operations. 

JC-K has long recognized the significance 
of consumer credit as a basic factor in the 
selling of jewelry store items — through 
both cash and credit outlets. But consumer 
credit ceaselessly grows in importance. 
Therefore the trade as a whole has mount- 
ing need for reliable facts, up-to-date fig- 
ures and experienced reporting of the 
subject. 

JC-K will provide this service through an 


JEWELERS’ CIRCULAR-KEYSTONE, MARCH 1 


expanded editorial program, specifically de- 
signed to inform its readers about consumer 
credit as thoroughly as it has informed 
them about other phases of jewelry store 
operation and promotion. 

This added emphasis on a subject so vital 
to today’s selling is another exclusive plus 
for JC-K subscribers. It is further indica- 
tion of the alertness of its editors to the 
needs of today’s jeweler for authoritative, 
inspired guidance through every phase of 
store operation in our presently changing 
economy. 

The first of Mr. Wagner’s contributions 
will appear in the April issue of THE 
JEWELERS’ CIRCULAR-KEYSTONE. 





Too many insurance policies? 


by Russell W. Wilson* 


A Jewelers Block Policy, covering all risks in 
a single package, provides more insurance at 
no higher cost than you pay for separate pol- 
icies. Registered mail shipments valued at 
less than $1000 may now be excluded 


® RECENT CHANGES in postal regulations may 
warrant revision in your present insurance, par- 
ticularly if a “jewelers block policy” is carried. 

The new postal regulations require that all 
packages of jewelry with a value up to $1000, 
sent by registered mail, be insured by the Gov- 
ernment, regardless of the presence of other in- 
surance. In practice, this results in a double 
premium but not double insurance, as recovery 
is limited to the value of the shipment and pro- 
rated between the insurance company and the 
Government. 

Upon request, insurance companies will exclude 
registered mail shipments with values up to 
$1000 from the block policy, and allow credit in 
the policy premium. Election of this option will 
result in some premium savings to those wishing 
to rely solely on Government insurance on these 
packages. 

The jewelers block policy is not a new form of 
insurance but is often not considered by the 
jeweler who believes it will cost too much. This 
is a misconception. The premium often compares 
quite favorably with present insurance costs for 
specific policies and provides much greater pro- 
tection. 

The word “block” comes from the French “en 
bloc’ which means in the whole or complete. This, 
better than anything else, tells what the block 
policy is. Specially designed for jewelry stores, 
large or small, it insures the stock usual to the 
trade, including customers’ property entrusted 


*Mr. Wilson is chief underwriter of jewelry insurance for the Marine 
Division of the Aetna Casualty and Surety Co. and the Standard Fire 


Insurance Co., Hartford, Conn 
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for repair or other work. It covers merchandise 
in transit, or otherwise away from the store 
premises as well as while on the premises. The 
coverage is “all risks’’ with reasonable exclusions, 
eliminating need for the several separate policies 
otherwise required. Some of the policies replaced 
by this broad form “block’’ policy are: (1) fire 
and extended coverage, (2) open stock burglary, 
(3) safe burglary, (4) messenger and interior 
robbery, (5) sprinkler leakage, (6) water dam- 
age. But the protection of all these policies would 
not be as complete as the broad coverage provided 
by the jewelers block policy. 

The ‘‘block” policy does not require the “visible 
evidence of forcible entry” required by the open 
stock burglary policy, nor does it have the limit 
per article of that policy. It will cover theft 
from a safe due to manipulation of the combina- 
tion or loss due to theft because of substitution 
of an imitation for the real article. 


Always fully insured 

The “block” policy does not contain a coinsur- 
ance clause. So it eliminates the problem, faced 
by the jeweler who carries separate forms of 
insurance, of deciding what amount of insurance 
is adequate. On other forms there must first be 
considered the amount necessary to give protec- 
tion for the largest loss considered possible, and 
secondly the amount necessary to comply with 
coinsurance. The first is easily determined but 
the latter is more difficult. During certain times of 
the year, the Christmas season for example, when 
the stock is increased considerably, the coinsur- 
ance clause of other policies can cause the jeweler 
to be a coinsurer or bear part of the loss unless he 
has increased his coverage. 

The jeweler who does not carry this broad 
“block” policy should seriously consider doing so. 
It provides an “all-in-one” coverage, insuring 
stock against all the perils covered under specific 
policies. It includes protection for many losses 


(Please turn to page 102) 
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only H mnperial “ese 


offers you all these advantages. 


Because IMPERIAL is Nationally Advertised 


Imperial—undoubtedly the foremost name in cultured pear! 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 

in All Price Ranges 

Only Imperial offers necklaces, rings, pins, bracelets, earrings, 

clasps, charms and pendants, in gold-filled, gold, and platinum 
Look for the Man from Imperial! . . . with cultured pearls and also augmented with precious 
stones. The most complete line of cultured pearl and diamond 


You can always be sure with Imperial 


of outstanding quality, style, and iewel of all types. 
value in Cultured Pearls. What is "7 yP 
more your Imperial representa- 


salinn hal is aac ae Because IMPERIAL Sells Direct to You 


motions that will make cultured pear'is 
one of the most profitable depart- 
ments in your store 


Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 
: Plans are the one who makes the long profit. 


7 exciting new 9a Spring Sales Because IMPERIAL Gives You a Complete Selling Plan 
for record- -sellt ng In addition to advertising mats, store displays and other sales 
cice of WO aids, Imperial has developed numerous proven special promo- 
to make tions. These selling plans can be tailored to any size operation 
sen veal and assure year ‘round volume cultured pearl sales. 


3 IMPERIAL 
~~" PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 
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NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 


681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuka, Ku 
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it Could Be You 


Winner of a First Class 17-Day 
Trip to Europe for Two 


GENUINE REGISTERED 


eepsake 


Heer RINGS 


GIANT SWEEPSTAKES 


Increase traffic .. . for more sales and profits. Take 
every opportunity from now until May 31st to promote 
and build traffic for your store as headquarters for the 
Giant Keepsake Sweepstakes, nationally advertised in 
11 leading magazines. 

A free 17-day trip to Europe for two will be awardea 
to the dealer in each of four city-town population groups 
who submits the most Sweepstakes entries. You compete 
only with dealers in towns the size of your own, so 
you have an excellent chance to win. And, remember, 
Sweepstakes traffic can mean extra profits! Plan to con- 
vert entrants into customers with consistent advertising 


and aggressive selling throughout Spring 1958. 


Entry Blanks are Available Only 
At Authorized Keepsake Dealers’ Stores 





Fabulous Prizes for the Consumer 
FIRST PRIZE: (4) SECOND PRIZES: (10) THIRD PRIZES: 
17-Day trip to Europe for two; $1,000 Keepsake Diamond Rings $500 Keepsake Diamond Rings 











@ For complete information about the Keepsake Sweepstakes 
write to: A. H. POND CO., SYRACUSE 2, N. Y. 











by 
JACK 
HARRITON 


Big and bold 
yet airy in 
detail, these 
earring designs 
are in the 


fashion trend 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 


and business- JC-K presents each month, these plates, 


which can be cui out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 


the type of design which will appeal to the customer. 
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DIAMONI 


Emerald Cut and Marquise 
STAR SAPPHIRES 


RUBIES+STAR RUBIES + SAPPHIRES 
CAT'S EYES * EMERALDS+ PEARLS 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale. um 
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608 Fifth Aveau® 
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THE RAIMOND ONE-PIECE 
CHANNEL-BACK FRAME 





An entirely new creation by imaginative designers, 
wrought in sterling silver by Master Craftsmen. 


This new channel-back design, exclusive with Raimond*. 
Is master-crafted in a single piece to hold the picture snugly. 


The everlasting beauty of the heavy-gauge silver frame is 





protected by an exclusive lacquering process. The sliding 
panel is made with either specially finished white metal or 
high-pile velvet finish. Rounded edges at the bottom cannot 
scratch the desk. Each frame is individually boxed, with 
stock on hand for 24-hour delivery. All sizes are furnished. 


A complete descriptive catalog of Raimond creations is 
available upon request. All pieces carry the Raimond 
lifetime guarantee of quality craftsmanship. 


wane 


Simplicity and ease Pee: | 
of handling. No pins Silversmiths 

or turn-buckles, the for 103 years INCORPORATED 
oF Tal] Msaled Alale Mt taalole) iat : 


ly in and out. 
149 Exchange Street, Maiden 48, Mass. 





*Patent pending « 
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A burlap-finish drop cloth in a deep tan 


color gives an agreeable contrast to the 


sheen of the metal. 


by J. J. Gallagher* 


5 points to 
remember in 
displaying 
stainless 
steel 


© THE CARDINAL RULE in display is to show the 
articles themselves to best advantage. In other 
words, the display must not detract from the 
articles being shown but highlight them as the 
focal point of interest. 

How do you accomplish this with stainless 
steel? There are five factors to consider: color, 
texture, lighting, balance and housekeeping. 


Color 

Stainless steel itself is a rich neutral color that 
blends well with all other colors. However, for 
effective display work, colors lighter or darker 
than stainless should be used to focus eye-interest 
on the stainless articles. 

One dominant color is ordinarily used in a dis- 
play, with complementary subordinate hues. For 
example, mahogany shelves backed up with light- 
er brown walls provide good background for the 
metal. 

A point to remember in color selection is that 
the stainless articles will pick up and reflect the 
colors of the display. For this reason, colors 
should be used that make the stainless appear 
even richer. Light blues and whites in any great 
areas should be avoided. 


Texture 

The finish of stainless suggests strength, hard- 
ness, brilliance and clean definite lines. Contrast- 
ing finishes and textures bring out these values to 


best advantage. For example, drop cloths of 
(Please turn to page 98) 


——— 


*Mr. Gallagher prepared this article with the cooperation of the 
men who design exhibits for Republic Steel Corp., a leading manu- 
facturer of stainless-steel products. 
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Originally established 1866 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 


and Telephone: ClIrele 5-4313 
32/34 Holborn Viaduct, London 


Jacobson Bros. Diamond Corp. a" 
‘able Address: ‘“‘Redlace’’ New York 














by CHESTERFIELD 


Imported 17 jewel Swiss movement... 


Italian inspired flexible mesh bracelet... 

flawlessly crafted in 14 Karat gold. Yours 

to retail at an unbelievably low price. 

Keystone $129.00. 

4 CHESTERFIELD JEWELERS, INC. 
33 West 46th Street, New York 36, N. Y. 
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5 POINTS IN DISPLAYING STAINLESS 


(continued from page 96) 


rough fabrics, dull finished wood grains for 
shelves and soft finishes on paper make the best 
backgrounds. 

Highly polished, shiny hard surfaces like satin, 
glossy paper or polished hardwoods compete with 
the stainless for attention. Even name cards and 
price tags serve better if they are lettered on dull 
finish or eggshell paper. Simple lettering is also 
less distracting. It helps keep the customer’s 
attention focused on the articles to be sold. 


Lighting 

Good lighting is essential to a display of stain- 
less-steel articles since one of their best selling 
points is sparkling appearance. Indirect lighting 
is most suitable, to avoid distracting the eye away 
from the articles on display and to the source 
of the light. If backgrounds are dull and dark, 
spotlights directed on the stainless articles help 
to highlight the metal. With light backgrounds, 
fluorescent lighting sets the stage for effective 
display. 


Balance 

This is a basic to all types of articles, but par- 
ticularly important with stainless. It includes 
both the visual or apparent “weight” of an object 


(how heavy its size, color, texture make it look) 
and the relation of an object to the rest of the 
display. 

The trick for building a balanced display is to 
let the fulcrum, the point at which the apparent 
“weights” balance each other, be the center of 
interest. Perfect symmetry and balance are too 
static and boring to attract the eye of a passing 
customer, while a pyramid of three small can- 
isters opposite one large one will attract his 
interest. 


Housekeeping 

One of the metal’s best selling points is its 
cleanability. The seller can never prove it if his 
display is covered with even a light layer of dust 
that detracts from the stainless article’s sparkling 
appearance. 

A daily dusting might be necessary, or at least 
weekly checking to see if the display needs a few 
whisks to keep it attractive to customers. 

Putting the best face forward is the device 
that a display uses to attract sales for a par- 
ticular product. With stainless-steel articles, the 
face is a clean, sparkling and pleasant one. It 
needs only a few assists from the display to catch 
—and keep—the eye of the customer for gift and 
housewares. a8 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . .. 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design . . 


iG a VALE HALE: 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 


Over 35 Years of Service to Leading Jewelers New York 20, New York 











FOUR-PRONG SETTINGS ana FINDINGS 


SERIES 34V 





SERIES 50V — SERIES 35V 
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Series 34V is made in 10% Iridium Platinum, 14K. Yellow Gold and Jewelry Palladium. 


Series 35V and Series 50V are made in 10% Iridium Platinum only. 


VICTOR settings are always smooth and perfect, highly polished and free of any 
trace of roughness. Each and every setting is precise and exact. It must be to 
pass our inspection! See for yourself . . . compare them under your glass and you 


WE FULLY GUARANTEE | will agree . . . they are the finest, the absolute peak of quality! 


EVERY ITEM TO BE OF | All series and sizes shown are ready for immediate shipment to you. 


TOP QUALITY 


AND AS ADVERTISED | C QO R COMPANY. INC Wanaque, New Jersey 
| | 7 INC. @  rerhune 5-1962 
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Sell confidence 
...sell diamonds 


the Gemolite 


Tear EMAR* 


SELLS DIAMONDS BY INCREASING... 
customer confidence, customer 


satisfaction, store prestige. 


Show your customer why one diamond is more 
valuable than another. Nothing builds confidence 
faster. The three dimensional view with erect 
image and superb illumination makes it simple 
to show either loose or mounted goods. “A 
Gemolite sale is a closed sale?’ 


GEMOLOGICAL INSTITUTE OF AMERICA 
Instrument Division 

11946 SAN VICENTE BOULEVARD 

LOS ANGELES 49, CALIFORNIA 





WHAT CAN WE EXPECT IN AN EMERALD? 
(continued from page 8&4) 


wish to see more often, in a remark that a stone 
has a gorgeous color and “Isn’t it a pity that it 
has this or that bit of flaw?’ Thus we reconcile 
ourselves to accepting and overlooking flaws for 
the sake of a magnificent color. Only rubies and 
Russian alexandrites share this quality of truly 
rising above their faults. 

IXmeralds may be obtained in most of the de- 
sirable sizes and at prices that range widely. 
They rarely exceed diamonds in wholesale price. 
They can be had, if needed, in sizes up to 50 
carats or more. Pale, cloudy or flawed stones may 
cost as little as $10 a carat wholesale. (Whether 
a pale stone can properly be called an emerald at 
all, the emerald filter must determine.) Retail 
emerald prices can exceed diamond prices, for the 
ereater individuality of the emerald makes the 
choice smaller. Moreover, a person who likes one 
particular stone cannot so easily go down the 
street and find another just like it. This puts 
the seller of emeralds in a stronger position than 
the seller of diamonds. But buyers are also 
harder to find! 

Of all the substitutes for natural emerald, the 
Chatham cultured emeralds mentioned a few 
months ago are the best. They make fine replace- 
ments for extremely expensive or unobtainable 
top-quality emeralds. And they are valuable to 
the jeweler because, like the natural stones, they 
provide a range of qualities to appeal to any 
taste and any pocketbook. 

We have dwelt this long on the emerald be- 
cause of its importance and because it gives proof 
that flawed stones are as acceptable as flawless 
ones to a properly conditioned market. Next 
month we shall try to get along faster with our 
catalogue of quality. See 
Giant watch movement stops crowds 


The Eternas Matic Plexiglas movement, on dis- 
play in the window of Georg Jensen, Inc., 667 
Fifth Ave., New York, attracted hoardes of on- 
lookers interested in observing the action of the 
watch’s ballbearing-mounted self-winding mech- 
anism. The text (left) explained in simplified 
layman’s terms how the _ ballbearing-mounted 
rotor achieves self-winding perfection in even the 
smallest ladies’ watches. 
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TUEART OF GOLD 


—_— 


- 
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dutlined with 22 full cut diamonds in 14K white gold... 
a beautiful piece of studied % elegance in the typical Church & Company manner. 


Heart #4805W... Chain #4734/18. 


CHURCH & COMPANY 


}\ _ 
oy ea » 
ten Manufacturing Jewelers, 


Trade mark registered 


in U.S. & Canada 2 Garden Street, Newark 5, N. J. 








Diamonds 


We are a highly rated diamond manufacturing firm in New 


York, with ample stock in the sizes we cut. 


We are finding it uneconomical to maintain exclusive salesmen 


due to high traveling and insurance costs. 


To well rated and established wholesalers and jewelry manu- 
facturers, who handle loose diamonds, we wish to offer our 


facilities in goods and financing. 


All replies will be held strictly confidential. 


Address Box “F., 4062” JEWELERS’ CIRCULAR-KEYSTONE 























the watch of tomorrow... 


od 


\) / 


the 


—“*self-wind’’ 


Sra 


Automatic self-wind 
in non-tarnishable golden tone; 
olalibiileleli-tiMelulele @elale| 
water resistant. * 

OTT al-Mellitelohielml olelile MM -tehial-1al olela 4-toB 
Highly accurate lever construction. 
360° rotor makes the “self-wind” 
fully automatic. 30 hour reserve. 


$] 6.95 plus tax 


Wek Ms lolale Mol Moa 2i.-| Mage) dillelile Mel t-Ma-tiilelia Mm isiiel ay 


at fine ielass everywhere, or write: 


SHEFFIELD WATCH CO., INC. 663 FIFTH AVENUE, NEW YORK 22, N.Y. 
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TOO MANY INSURANCE POLICIES? (from page 90) 


not otherwise recoverable. It grants more com- 
plete year-round protection. It covers not only 
stock but also property left for safe keeping or 
repair. And it insures property that is away 
from the premises. One policy protects the dollar 
investment as well as customers’ good will. An 
option is available to extend the coverage to fur- 
niture and fixtures, machinery and tools, patterns, 
molds and dies, and tenant’s interest in improve- 
ments. 


Reviewing your coverage 
Each jewelry store is rated on its particular 
operation and exposures. Those who now carry a 
block policy should examine it to see if it needs 
revision. Changes in alarm systems or safes, or 
in the value of merchandise displayed in show 
windows, or in the amounts at risk away from 
premises may have a bearing on the amount of 
the premium or may mean that the policy no 
longer provides proper protection. Even if the 
changed postal regulations do not have much ef- 
fect on a particular policy because of the nature 
of the store’s operation, it may be worth while in 
other respects to review your insurance program 
with your insurance company’s representative. 
aaa 


Twenty-seven years atter 


Years ago when their son Robert, now an optome- 
trist, was an infant, Mr. and Mrs. Albert E. Alie, 
of the Alie Jewelry Store, Dover, N. H., took him 
to the hospital because of illness. He wore a baby 
ring, but when he returned home from the hospital, 
the ring was missing and was finally given up for 
lost. 

Twenty-seven years later, when Robert Alie’s 
wife went to the same hospital for the birth of their 
son, a nurse, recognizing the family name, brought 
out a baby ring which had turned up and been held 
by the hospital, awaiting a claimant. Sure enough, 
it was Robert’s baby ring! 


MARCH 1958 
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Past Exalted Ruler RINGS and BUTTONS 


Every Past Exalted Ruler 
will be proud to own one 
of these handsome rings 
or buttons. Rings are 14K 
yellow gold with hand 
chased white gold heads. 
buttons available in 
either white or vellow 


gold.many with diamonds. 


From $14.50 to 
$135.00 keystone 


WY errertine Br g CO. Tine Fanllonatc fealey 


MEnNMBER AMERICAN sSocierTty 8 ROSE STREET, NEWARK 8, N. J. 
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For All Foreign and Domestic Coins. 
For Bracelets, Necklaces and Ear Rings. 
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For e 
Silver Dollar 


Made in Sterling, 
Gold Filled and Solid Gold 


= 7 101 Sabin Street, 
wr COBB CG. Beiaes aE 





For the nz 
her life a 
sparkling sindée 
Star Sapphire 
ring of 14K white 
gold flanked by 
two deep set dia 
monds in a rich 
he-man setting 
From SkKalet mute. 
Co., New Yi 


be sure you get 
genuine 


LINDE 
STARS 


The magnificent syn- 
thetic sapphires and brilliance . . 


rubies that 


star inthe lovely and  OCarbide’s unsurpassed quality 
exclusive designs of 
these leading manu-_ LINDE Stars .. 
facturing jewelers 


Beautiful Linde Stars are man- 
made in Union Carbide’s Chicago 
plant...cut and polished for 

. carefully graded 

for quality and distributed 
through Linde’s exclusive dig- 
tributors. AND because Union 


controls assure the FINEST in 
synthetic gems... ask for 

. specify them on 
your order... be sure it 





appears on your invoice. 
You can count on these manu- 


star all-ways im your facturers, the nation’s foremost 


orofit-picture 


NEW YORK CITY 

Alisan Mfg. Co. 

Beckerman & Lerner 

Belenky Bros.. inc. 

j. L. Brandt Co 

Coronet Jewelers 

Davidson & Sons Jiry. 
Co., Ine. 

E. S. Feinstein & Co. 

Fiyer Brothers 


Harry & Ben Frackman, 


Ine. 
Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Green & Co., Jirs., ine. 
Benjamin & Edward j. 
Gross Co., Ine. 
Harry Guise, Inc. 
H. Hamburger Co., Ine 
irvring Co. 
S. Jollofsky & Sons, Ine 
Kahn & Co. 


manufacturing jewelers, who 
prefer LINDE Stars. 


oa Perkel & Co., ST. LOUIS, MO. 
aman Guitiie Kinsley & Sons, Ine. 
Samuel Platzer Co., 
8S. & M. Jewelry — OHIO 

David Sarkin. ine. Fratianne Mfg. Co. 


William Schneider 
Schuman & Donehi, Ine. a Goodman Mfg. Ce., 


eltzer Bro k B Ine. 
Skalet Mig. Co., Ine. Swirsky Gros., 
Untermeyer, Robbins 4 The Vietor Corp. 


Co., Ine. 
Wax & Skolnik, Inc. PENNSYLVANIA 
J. R. Wood & Sons, Ine. Byard F. Brogan 


BUFFALO. N. Y. Heim and Hahn Co. 


h 
rhe Som tows 2. = PROVIDENCE. R. t. 


Dolan & Bullock Ce., 
CHICAGO, ILL. inc. 
Ed. Cain & Co., In 
Hirsch and eaaaniehener 
Lovins Lang & Co NEW JERSEY 
Stein & Ellbogen Co. oo Ring Mfg. Ce., 


INDIANAPOLIS. IND. Church & Company 
ny 


Morris Kaplan and Sons Goodman and Company ¢ 4 F. Feiger, Ine. 


Charies Koppel Ring Co. 


K. 8S. K. Jiry. Co., Ine. 


Mereury Ring Corp. 


MINNEAPOLIS. MINN. — Ring Mfg. Co., 


Ostbye and Anderson jones & Woodland Co., 
Ring Specialty Co. inc. 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36>: COLUMBUS 5-2656 


*Linde is a registered trademark of Uniom Carbide Carp.—e synthetic gem 


LETTERS .. 


PROFITS: Why do you buy a product that 
gives you aggravation and small profit 
If a watch salesman tells you to cut prices 
in order to compete with your neighbor, 
that’s the bunk! Ask him if he'll return 
half his commission to you, and see if his 
mouth doesn’t open as wide as the Hol- 
land Tunnel.... 

Secondly, why do jewelers buy trom 
catalogue peddlers and _ wholesale-retail- 
ers? Because they get merchandise for a 
few pennies cheaper? Because they get 
merchandise without a bill? If by now 
you don’t know which of your jobbers and 
wholesalers sell to privates, then you don't 
deserve to be in business. Buy from a 
legitimate wholesaler and half of your 
problems will be over. 

Third and last, every craftsman— crys- 
tal man, engraver or repairer—is organ- 
ized, and the retail jeweler pays his price. 
But are the retailers organized? How 
well? Send them notices for meetings and 
you get more excuses than there are hairs 
on your head. If they do come to a meet- 
ing they expect to find a cure-all over- 
night, which can’t be done. The jeweler 
has to sacrifice some time and energy. 
God helps those who help themselves, so 
let’s have less moaning and more action. 
Brooklyn, N. Y. LESTER S. ROBERTS 


MAT SERVICE: I have often wished for a 
good, low-priced, dignified and _ flexible 
newspaper-advertising mat service. 

In the past, I have wasted good money 
on large, “boiler plate” services, using 
only about .05 per cent of the material 
supplied. The free mats from the manu- 
facturers are usually available in smaller 
sizes, but they are not uniformly designed 
for additions, deletions, combining with 
competitors’ brands, etc. 

We change our window displays once 
weekly and show compatible merchandise 
(for instance, a watch window, with vari- 
ous brands, styles and prices, or a silver 
window or a clock window). It would be 
nice if we could get a flexible, small-pic- 
ture mat service, within our means, which 
would permit us to tie in our advertising 
with our windows. 

Greenfield, Mass. JAMES E. CLEARY 

In writing to the editors, address JEWELERS’ 


CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 








WA 
ND she wears 
jewelry wherever 
she goes! She’s just 
one of America’s 
8,500,000 young wo- 
men in the U.S. today 
—a Steady shopper... 
an all-out spender 
(with over $4 billion 
of their own money 
to spend as they 
please). She's easy- 
to- reach, easy - to- 
sell, signed, sealed 
and ready to be de- 
livered by the one 
magazine that is 
read by 75% of all 
teen-age girls within 


REACH HER WITH YOUR AD IN SEVENTEEN! June Closing Dates: 4-color, 3/20/58; 2-color, 4/4/58; b&w, 4/10/58. No plates required. 
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PLASTIC 

IN ALL COLORS 
PARCHMENT 

PLAIN or PRINTED 

wis.oy ARCH CROWN TAGS, INC 


2/7) Matsey St. Memark 2 WJ 








MIKIMOTO 
CULTURED PEARLS 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 
JUDSON 6 6992-: 


They re New ... They're 


Matching engagement and wedding ring set 
with die-struck solid shanks, with or without 
“flip-grip” interlocking device. Many designs 
offered. Mats available. Karlan & Bleicher, 
136 W. 52nd St., New York. 





Two new very thin expansion bands in 
Flex-Let’s “New Look” series for ladies. Gold- 
filled 1/20 10k, available in yellow or white. 
The “Deb” (above) retails for $6.95; 
“Heart-Throb” retails for $9.95. 


the 


Karat-gold cuff links by Larter & Sons, New- 
ark. The heavy rectangular links with hand 
applied lines for $80; the round pair, hand en- 
gine-turned and centered with a sapphire, for 
$110. 


“Lady Elgin Twilight” has full-figured dial 
and crystal construction that flows over and 
around the edge of the watch for greater vis- 
ibility. To retail for $79.50. Elgin National 
Watch Co., Elgin, IIl. 








Yours to Profit By 


Perforated sterling-silver teaspoons with 
hinged cover from Webster Silversmiths, North 
Attleboro, Mass. With small holes for loose 
tea at $7.50; with large holes for tea bags at 
$8.50. 


For the BASKETBALL ARMY 


Y Bishenr 


For this season’s army of basketball 


players — medals and charms — plain, 





with engraving or raised enamel letters. 
Modeled child-head dangles for mother or 3 . 


. ' | In Sterling, Gold Plate, Gold-Filled, and 
grandmother. Backs may be engraved. $9 each | ) Ste 9, . s 


in 14-k gold; $2 in sterling or gold-filled. From | : 10-K and 14-K gold. Sports catalog on 
Wells Mfg. Co., 27 County St., Attleboro, Mass. | ) request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 





Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 


; sa ; make it easy for success to find you! 
“Zoom” lens that fits 16mm movie cameras. 


Has 4-to-1 range of focal length variation. For Place your inexpensive classified advertisement today by 
special effects and action scenes. For $429.95 using the convenient form on page 166. 

in black cowhide case. From Bell & Howell, 
7100 McCormick Rd., Chicago. There is a want-ad category for every need. 








COCKTAIL 
BROOCH "a 


dsarter and Sons 


MAKERS OF FINE JEWELRY 


SINCE 1865 


ORR ie uf J oyL g 








| MANUFACTURING IN 
PRECIOUS METALS 
EXCLUSIVELY 


ZroirIZ>?>s 


“Woodsong,” a new silverplate pattern has | 
7. ’ , 

an acanthus-leaf motif. From Holmes & Ed- GREEN BERYL TOPAZ QUART2 | 
wards division of International. Three-tined No. 3468 No. 3469 | 
fork, short-blade knife. A_ buffet-bonus-set | | 
a per Above available as charms | 
merchandising plan will be launched. | 




















CASH for Your 





Surplus Silver, Diamonds and Jewelry 


Our 

mailed same 

day. intact awaiting your 
occepTanc 

We are also interested in cooperating 

with jewelers who receive calls for older 

sterling patterns that are no longer avail- 


able. 


Reference: Dun and Bradstreet 


The First National Bank of Mem phis 


& Son 


Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 
































For memorable occasions . 


“ORIENTA” Cultured Pearls 


You can give a pearl at a time with our 


“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Nassew St... New York 


The “Chanticleer,” Hamilton’s alarm watch 
for men. Alarm indicator hand tipped in red. 
I.uminous at hour positions. Faceted markers 
and bezel, 17 jewels. Two-tone dial back- 


ground. $95 FTI. 


The 1958 Baldwin line of low-priced expan- 
sion bands has floating-rivet construction, 
allowing for “total flexibility.” Stainless-steel 
construction. From Baldwin Bracelet Corp., 22 


W. 48th St... New York. 





“Little Snooze” alarm is the newest, small- 
est and lowest-priced G-E Telechron alarms. 
Rings recurrently. In white with matching 
dial for $5.98; in gray with luminous dial for 


$6.98 plus tax. 


aK 
hs 
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These charms and lockets have _ photos 
printed on indestructible metal framed in 14-k 


gold. Photo can be any size. The small photo- 
charm for $27. From Honora Jewelry Co., 42 
W. 48th St., New York. 


Cp 








i FOU AMONG 


ee 199 jewe ers 7 


whose customers appreciate 
QUALITY 
ORIGINALITY 
and GOOD TASTE in 
—e- ' ' : 
Precious Gem Jewelry 
Inquiries Invited 
Anson’s new “Illusionaire”’ 


lin eaves the illusion of two or more s ‘parle FOR OVER 
sports f : 50 YEARS 





units “‘floating’”’ on the cuff. In 


tailored designs and stone design 


for s5.00 per pair. _ 2 / OQ 2 y 
| Geo. a? & er CT C.. eee: 


ASSOCIATED WITH PREFORMED PARTS, INC. 


FACTORY AND. OFFICE N.Y. SALES OFFICE 
520 Bedford Road 515 Madison Ave 
Pleasantville, N. Y. New York 22, N.Y 


Nag 2G, ie: s 4 : 4 * 
New “Pine Spray” pattern in Internationa! 


Sterling has “ec in” design of pine sprays. 
To be launched in April. Five-piece place set- WITH THE DISCOUNT BUILT-IN 


ting will retail at $30. Special introductory 


Keep your margin healthy and get 
compelling buying action at the 
same time! Telectro’s 2-Speed 
Tape Recorder pulls them in with 
its amazing low $79.95 price and 
high-style look. It sells! Look at 
these big extras — 


offer in April only. 


Luxury Look — Smart 2-tone carry 
case. Light, rugged, compact, eye- 
appeal plus 

Push Button Control — Easy to 
operate — sells for itself on do-it- 
yourself demonstrations 
2-Speeds—33,, ips for up to 2 hrs. 
recording time; 714 ips for added 


reel of tape and fidelity. 


~~ 


Higher 
in the 
West 


Complete unit — 
ready to record and 
playback. Includes 


deluxe mike, l hr 


“Rhinestone Fantasy’’ 30-hour’ boudoi 
| Gilt ‘sed cilt f h | A product of TELECTROSONIC CORPORATION 
fjiar ‘ACA ** ae yr r "aS sie 
alarm. Gilt case, raised gilt figures, hour in 56-16 S0uh Steceh: Gants telend Cis: ten Yad 
dicators; luminous hands, hour dots. Aqua, 
rose or crystal-color stones. $14.95 plus tax. 


Semea Clock Co. 


JEWELERS’ CIRCULAR-KEY 





For more than 


68 Years 


the World has 


turned to 


wel@i |: 


for the finest in 


TIMERS 


FOR RESEARCH 


FOR PRODUCTION 


FOR SPORTS 


Write for the Lotest 


CATALOG 


JULES RACINE & COMPANY. INC 


Specialists in Fine Timers — Since 1890 


THROUGH 
20 WEST 47th STREET, NEW YORK 36, N.Y 


WHOLESALER 











ELKON CO. 


INTERSTATE DIAMOND CORP. 





DIAMONDS 


IN ALL OUALITIES AND SIZES 





Importers éx Tien ufacturers 





630 FIFTH AVENUE NEW YORK 20, N. Y. 


Circle 6-5461-3 








They're New .. 


From the new “Arpeggio” (low-priced) line 
of Croton Watch Co., Inc., 404 Fourth Ave., 
New York. Men’s and women’s models. Sold 
through jewelers only. To retail from $10.95 
to $19.95. 


New fry pan (with cover) and utensil set. 
Heavy national advertising this spring. From 
Hamilton Beach [.. division of Scovill Mfe. 
Co., Racine, Wis. 


Large “Printemps” (Springtime) star pin of 
pseudo gold with white or multi-colored stones 
or blue or green moon stones sparked by tiny 
rose pin points. For $6 plus tax. From Trifari, 
16 E. 40th St., New York. 


“Satellite” man’s set. Tie bar and matching 
cuff links are finished in a two-tone back- 
ground—Hamilton and black or rhodium and 
black. For $5.95. Foster Metal Products, 
Attleboro, Mass. 
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Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT's exceptionally high quality . . . in new 
tapered designs exclusively yours. 


Fighting game cocks feature this electric 
wall clock, one of a series from the Syroco di- 





vision of Syracuse Ornamental Co., Syracuse, 
N. Y. For kitchen, dining room, playroom. 
Models from $10.95 to $19.95. Engraving and finishing achieve rare beauty 
on NORDT’s ductile seamless wedding bands .. . 

and best of all, NORDT works with you on price 

and service to make your profit high. 





Call on NORDT for the greatest variety of 
traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 
karat quality. 


Tas 
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Cedar Grove, N.J. 











Not Another Job! . . . An Unusual Opportunity 
For 


The “Diamond Heart” creation by Goldstein- EXPERIEN( ED 


Gerson Co., Inc., 126 W. 46th St., New York, 
is from the series “diamond jewels at modest 

prices.” Diamonds are set in high prongs for DIAMOND RING 
added brilliance. 


If you enjoy a large following among retail jewelers. If 
you are accustomed to high earnings. Here, then, is your 
Opportunity to join a well rated, established firm with 
approximately 15,000 satisfied customers from coast to 
coast. We have made great progress based on the ability 
to meet tough competition through a large capital invest- 
ment and by dependable service from our large factory on 
our Own premises. 


Our Plans Call for Additional Salesmen in 


Several Choice Territories 


TO THE RIGHT MEN WE OFFER: 


(1) 50% equal partnership in profits with no investment, no 
overhead. 


(2) Preparation of line to suit your requirements. 
(3) The opportunity to sell on long terms. 
Write giving full particulars about past experience, age, 


From Morocean Art Center, 30 Rockefeller present territory and earnings. All replies held in strict 


Plaza. New York, comes this hand-carved rock- confidence. 


crystal jewelry in 14-k gold. Pins retail for Address “P., 4058,” care JC-K 


$30: earrings for $30 the pair. 
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14k Gold Frames 


with indestructible 
metal reproductions 


lk’ lorentine 
Longines’ “(rovernor . dhe ss watch 
Charms shown Coin-thin in white or vell \ ev old-filled 
actual size With strap to retail f 


tension band, $99.50. 


Unconditionally Guaranteed to last forever. 
A permanent portrait framed in 14k gold. 


All Prices Keystone 


PHOTO SCULPTURE, INC. 


Division of Honora Jewelry Co. 


42 West 48th Street - New York 36, N. Y. 








These new “Fashion-Aire” styles are added 
to the “Double-feature” group of men’s expan- 
sion bracelets from Krelsler. Gold-filled 01 
stainless steel combines with brown or blac! 


leather inserts. 


. 


ONYX-OX218-2 Hie a WALNUT-—5810A 3 
19''—$26.75 121/2°~$10 


BAKELITE-—PX-T2A-C 3 


| rise 222" —$21.50 iii 7 


T's A COLOR sPecTACULAR! 
Arlen’s Dramatic, 1958 Catalog 
in Brilliant, 4-Color Dimensional Process! 


Fe atu? ig 
Cenuine, natural Ony» 
New . Inlaid natural, hand-rubbed Walnut 
Wood 
New designs combining gleaming ‘‘Rich-Glo’’ 
finished brass and walnut wood. 
“Silver-Streak"”” highlighted black wood Write 7 esp ved 
. ‘ sam ple 958 ataiog, 
Many new figures constantly being added. Prices and Imprinting 
High-impact plastic bases; durable Bakelite bases; Plan oe ; a - “ee ral ' 
modern design Walnut wood bases; “‘Marbelette’’ Gift-travel package by Gruen Watch Oo, 
ade consists of radio with batteries and earphones, 
INC SP Gee Sheet, Schick shaver, travel clock, playing cards, 
RLEN TROPHY CoO., «Brooklyn 1, N.Y : | vege 
WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS manicure set in leather attache case. $125 plus 
) + sé yi“ SELEY 4 +. s aJeee 
From A Sport ‘‘Oscar” to a Championship Trophy tax. 








Yours to Profit By 


This new multi-use server with 9 in. remov- 
able Pyrex inset features sleek lines on chased 
feet. Keeps food hot or cold. In silverplate 
for $11. Bristol Silver Co., Taunton, Mass. 


Order through distributors. 


New “Ambassador” watch for men with ex- 
pansion band. Seventeen jewels, self-winding, 
shock-proofed, unbreakable mainspring. To 
retail for $71.50 FTI. From Bulova Watch Co., 
Inc., Bulova Park, Flushing 70, N. Y. 


W edding-engagement ring set from the “So- 
phisticate” line by Alsan Mfg. Co., 62 W. 47th 
St., New York. The locking device is Alsan- 
Lock; no special tool needed. 18kt gold shanks, 
palladium setting and side pieces. 


VELERS’' CIRCULAR-KEYSTONE, MAR 








RUNNING A 
SUCCESSFUL | 
SALE 

IS AN ART 


by Manny 


Silverman 


YES! THERE IS A 

DIGNIFIED METHOD OF 
CONDUCTING A SALE... 
WHETHER IT BE A RETAIL 
SALE OR AN AUCTION SALE 





ha >, > ~~ 
re nes ON OF 4 


re atraid . aa 
|. So called borax sales methods. 


2. Loss of their good name and prestige. 
(Especially since they intend to continue to 
live in their community, where in most cases 
they have lived all their lives.) 


3. Loss of their very prized China, Sterling and 
Watch lines. 


lt these jewelers woula take the trouble 


a few of the hundreds of jewelers of their typ: 
whom we have conducted sales, they wou 
that our methods are such that their prestiae 


2 
4 


standing in the community will be enhanced 


than hurt. 
Silverman Sales—ofters the tollowina: 
|. Guarantee of $ for $ Plus .. . After All 


Expenses on retail or flat sales. 


Dignified, Realistic methods of selling your 
inventory to your customers. 


A sliding scale of commissions according to 
volume. 


A personal visit with no obligations to you. 
WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, New York 
Tel. Plaza 7-4693 











Bright Star Sonnet 


NEW Lilt ” a 


TOO ny 


Ballet 


NEW Balance 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores In 


WY/MALLACE 


Now —the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
Stainless steel polished to a satin finish and beauti- 
fully balanced. Wallace's Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they’re handsomely 


WALLACE STAINLESS ... A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT... 


114 


STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy selling season ahead. 
NEW Lilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 
NEW Balance 


Sonnet * Circe . Ballet * 


16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


SINCE 1835 


4 ry ¢ 2 pH r Ast AD '¢ 
WELERS' CIRCULAR-KEYSTONE, MARCH 1958 





Eighteenth century French in style, this new 
“Scroll” shape in English bone china has sculp- 
tural edge with decoration in fine gold; 5-pe. set- 
ting retails for $29.95. From Doulton & Co., Inc.. 


of New York. 


from group of 20 accessory pieces is this 61-in. 
vase in pure white Spode bone china, Oriental in 
shape, decorated with sold butterflies. Good Easter 
item from Copeland & Thompson. Inc., of New 


Y ork. 





This handled cake plate is made of crystal and 
silver or crystal and solid brass; 141% in. in diam- 
eter, it may be retailed for about $14.50. Distrib- 
uted through the Sun Glo Studios, New York. 


‘ashions 


“Priscilla” pattern of orange blossoms, baby’s 
breath and pink scrollwork on dove-gray border 
with platinum bands on white china; 5-pc. setting 
retails for $13. From Herman C. Kupper. Inc.. 
New York. 


“Snow is the name of this pure white bone 
china from England—in coupe shape without any 
decoration: the 5-piece place setting retails at 
$12.75. Worcester Royal Porcelain Co.., New York. 


ass a 


New “True Love” gray cutting appears on new 
Fascination” shape in complete stemware, with 
deep bowl. tall-stemmed goblet; $3 each, retail; 
plate, $3.25. By Fostoria Glass Co., Moundsville, 


W. Va. 





Photo courtesy of LUNT SILVERSMITHS, Greenfield, Mass. — Summer Song pattern 


_ | 
THE MATCHLESS BEAUTY OF C_ Le TLC | 


Silver 


ARTISTRY AND CRAFTSMANSHIP of the highest order 
have given this tableware captivating beauty of 

form and ornamentation. But in the eye and mind of 
owner and beholder alike, that beauty is enhanced 
beyond compare by the knowledge that it is Sterling 


Silver. For Sterling adds “the touch of quality” that 





vives substance to the beauty. 


attractive “Sterling Silver corner This is especially true of creations made from 
in Vou! jewetr) sfore nall help VOI 


! Ye | Handy & Harman Sterling which combines unvarying 
caputalize on the strong appeal that , ; 


Sterling has for everyone. quality with unmatched working and finishing properties. 


Tt , 4 Fr TJ 7 : ;' 

HANDY & HARMAN 

$2 FULTON STREET e NEW YORK 38, N. 

UPTOWN BRANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 
Quality fe rectous metals since 1867 


BRIDGEPORT, CONN. © CHICAGO, ILt, ANGELES, CALIF. © PROVIDENCE, R.4,+* TORONTO, CANADA 
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‘ashions 


New from the Tirschenreuth factory in Bavaria 
is this dancing flower pattern called “Ballerina” 
On the “Doris” shape in white bone china by the done on coupe shape; five-piece setting retails for 
\ynsley factory in England, this “Regency” gold $10.90. Paul A. Straub & Co., Inc., New York. 
encrustation; the 5-pe. setting retails for $54.50. 


Krom Fisher. Bruce & Co.. Philadelphia. 


New is this “Fascination” pattern in china with 
its border of delicate blue-gray framed in lines of “Fruit Combo” decoration in watermelon and 


; ° » QB . : ag*ge 2) ' ‘> > . ? “ ~ Q5 . . . . 
platinum: the 5-piece setting retails for $16.95. old or white and gold on Martini Master set in 
4 _ ‘ ce “hin: ‘ar Qwracice . . ° ‘ 
by Syracuse China Corp., Syracuse, N.Y. metal holder; includes mixer and six glasses, retail 


$10. New from Gay Fad Studios, Lancaster. Ohio. 


(,roup of hollow pieces in new “Fairwood” china New earthenware pattern by Franciscan is “Lark- 
from Bavaria, in white or five different colors: spur. informal design of pink and blue larkspur 
5-piece place setting in white retails for $8.75. and sienna leaves on rim shape: 16-pc. starter set. 
From H. E. Lauffer Co.. Inc... New York. $16.95. By Gladding. McBean & Co., Los Angeles. 
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The Trophy Room at Guertin’s 


Where trophies 
are big business 


by Mildre * 4 Sullivan 


A jeweler-sportsman puts on derbies, stages 
competitions, boosts community celebrations— 
and sells the trophies 


® FOR 25 YEARS Guertin’s Jewelers, West War- 
wick, R. I., has been building up its trophy busi- 
ness. 

In that time the store has become trophy head- 
quarters for a large area in southern Rhode 
Island. While owners Armand Guertin and Ar- 
mand Guertin, Jr., do not departmentalize the 
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line in their bookkeeping, it provides a substantial 
percentage of their total dollar volume. 

So important have trophies become that two 
vears ago they were given a separate 5-by-12-foot 
room of their own just in back of the main sales 
floor. This “Trophy Room” helps to concentrate 
selling by getting customers away from the dis- 
tractions and interruptions of the main floor. 

Trophies are stocked in a price range of $1.25 
to $80. Higher priced models are sold on special 
order. Stock includes about 50 figures which are 
interchangeable on any base. 

While trophies are sold for many occasions, 
most are for competitions in baseball, softball, 
bowling, archery, and parades. 

An important source of business is Mr. Guer- 
tin’s personal activity in sports, community pro- 
motions and celebrations. He has put on mara- 
thon running races, bicycle races, derbies, sports 
programs at country fairs, air shows, and 
parades. 

Personally, he has been an ardent sportsman 
all his life, sailing boats, racing sports cars and 
showing horses at Boston Garden. 

Whenever sports programs or competitions of 
any kind are being planned in his area, he offers 
help. Besides his time, he donates one or two 
trophies or medals free of charge. 

Some of the sports and community organiza- 
tions buy all their trophies and medals at Guer- 
tin’s. 

The store advertises trophies the year round, 
using two radio spots a week and about 25 one- 
column, three-inch newspaper ads. 

The newspaper ads are reminders. They are 
never used as a promotional medium; and specific 
items and prices are not mentioned. Sometimes 
the copy carries one word “Trophies.” At other 
times it is aimed at committees with some such 
heading as “Committees—Appointments made at 
your convenience—See us for lowest prices and 
largest selection.”’ Almost always mention is made 
of the store’s 24-hour engraving service. 

The engraving is done by Armand Guertin, Jr., 
with a well-known engraving machine. 

“The trophy business,” says Mr. Guertin, Sr., 
‘is steady. It builds up year after year. It is a 
line that takes time to develop, but once developed 
it produces large sales tickets. Much of the sell- 
ing is done by appointment with the committees. 
They come in with lists of their needs. 

“The trophy business helps the general store 
business, too, because the committees often buy 
watches and jewelry for competition awards.” 

gee 








exquisite 


nucaslow Ke 


a fine example of 
craftsmanship in silver 
created by 


POOLE 


FINE SILVER 
SINCE 1893 


POOLE SILVER COMPANY 
TAUNTON, MASS. 


NEW YORK 
PHILADELPHIA 
CHICAGO 
SAN FRANCISCO 
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promotion 
ideas 


for 
MARCH & APRIL 


You know perfectly well the sort of display 
theme you'll use at Easter, on Mother’s Day and 
Father’s Day. But what about the other weeks 
of the vear? Just merchandise? If you'd like 
some suggestions, here they are: 


® THERE ISN’T A SINGLE DAY in the year that isn’t 
sponsored by somebody or other. Not one! Some 
days are “Days.” Some are parts of “Weeks.” 
And some of “Months.” You can tie in with 
plenty of them if you wish—and if you do, you’ll 
certainly capture the attention of the parties 
interested in those particular promotions. At the 
least, you'll come up with some mighty tricky 
ideas. 

Not all these celebrations are useful to the 
jeweler. What in the world would he do with 
National Hot Dog Month (July)? But many of 
them are definitely useful to him—and practically 
usable. 

Here’s a run-down of what’s coming up in 
March and April. We'll take March first. The 
whole month is National Home Improvement 
Month. Well! How about all those home appli- 
ances? Ready-made for the occasion. And just 
in case some folks might miss the point of your 
display, stick a card in the window, along with 
the merchandise, reminding them what month 
this is and why these particular items are fea- 
tured. 

That’s not all. The whole month is sponsored 
by the Red Cross, too. It’s their annual member- 
ship and fund drive. No jewelry in the Red Cross, 
no. But tying in with such an organization is 
mighty good public relations for any merchant— 
and in this case practically everyone will identify 
the tie in. 


Take your checice 


Before proceeding with the Days and Weeks, 


a few comments are in order. They may not all 
be useful to vou for one reason or another. You 
may not carry the particular line of merchandise 
called for. Or the tie-in may not conform to your 
personal tastes or with what you conceive to be 
the overall “mood” of your store. Or a particular 
promotion may be local to some part of the 
country far removed from you. In any case, you 
couldn’t use them all even if vou tried—for the 
simple reason that, as you see, many of them 
overlap or conflict with others. Naturally you'll 
pick out those vou do like and can use. 


March Days and Weeks 

March 6 starts the Easter Seal Appeal. If it 
strikes your fancy, you can scatter this vear’s 
seals in your window. Also show religious 
jewelry. 

March 9-15: Girl Scout Week. Like little girls? 
You’ve got lots of things to attract them, includ- 
ing birthstone rings. 

March 10-12: Watch Inspection Time, spon- 
sored by The Watchmakers of Switzerland (see 
page 102, February issue of JC-K). 

March 17 is St. Patrick’s Day. Whether you're 
an Irishman or not, a little green can’t possibly 
do you any harm. (Emerald, jade, green-bor- 
dered china are obviously appropriate.) 

March 16-22 is National Children’s Week. How 
about those photo-charms for mothers and grand- 
mothers? To say nothing of rings, watches and 
pen-and-pencil sets for the kids themselves. 

The same week (March 16-22) is National 
Wildlife Week. You may have plenty of sports- 
men in your area, he-men who go for rugged 
watches. And how about borrowing a moose head 
or a stuffed crocodile from your local taxidermist ? 
A card of acknowledgment would probably turn 
the trick. Show your leather goods, identifying 
each type of leather and its source. 

March 20, as you remember, is the first day of 
Spring. Oh, tra-la, tra-la. Plenty of Spring 
flowers? But of course. 

March 21: National Teen-Agers’ Day. You 
have the pieces that appeal to them, and you can 
show them if you like, with some appropriate 
indication of what Day it is. 

March 24-29 is National Television Service- 
men’s Week. You’ll win the respect and gratitude 
of these fellows if you promote the merchandise 
they work on. 

March 30 Palm Sunday. The Sunday before 
Kaster. Strips of palm leaves, such as are given 
out in churches, are beautiful things and can 
bedeck a window nicely. 


(please turn to page 154) 
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DATELINE: HARTFORD, CONNECTICUT 


For the PHILIP H. STEVENS CoO. 


Kensington is good business... 


it builds our volume” 


Leading jewelry stores across the country, like the Philip 
H. Stevens Co., have found that Kensington—-the 
trouble-free gift line that never wears out, never 
tarnishes, never stains, never needs polishing—is a top 
volume builder. Mr. Herbert Hedman, Buyer for the 
Philip H. Stevens Co., says “‘Kensington is fine quality, 
designed in good taste, and it stays sold. We feel that 


Kensington naturally belongs in our store.” 


Kensington naturally belongs in your store, too. If 


Kensington 3 


OF NEW KENSINGTON, PENNSYLVANIA 
A DIVISION OF ALUMINUM COOKING UTENSIL COMPANY, INC. 


JEWELERS’ CIRCULAR-KEYSTONE, MAR 


The Philip H. Stevens Co., Hartford, Conn., 
enjoys volume sales of Kensington by giv- 
ing this top gift ware full-line mass display. 


you are not already enjoying Kensington’s plus profits 
and prestige, mail the coupon now for the complete 
Kensington story. Aensington is NoT subject to luxury tax, 
and 1s sold DIRECT fo you. 


KENSINGTON 

Wear-Ever Building, J-1, New Kensington, Pa. 

Please send full line Kensington catalog and ordering 
information. 

Name 


Store 





Address __ 


City Zone State 
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SEN: SP ae 


MOST 
\DVANCED 
STERLING OF OUR 
ERATION 


|THE DIAM 
oe PATTERN 
BY REED & BARTON 


Thus with this dramatic two-page spread advertisement 

Reed & Barton launches the biggest advertising program 

ever devoted to a new sterling pattern. 

“The Diamond Pattern” will be featured in Ladies’ Home Journal. 
House Beautiful, Mademoiselle, Harper's Bazaar, Town & Country. 
The New Yorker, Vogue, Glamour, Charm, House & Garden, 


Sunset, Living for Young Homemakers. 








“The answer to a jeweler’s prayer” 
ORDER BY MAIL 


tment of 144 folding boxes for stores that do not 


boxes of any one size. 


k be filled 

are stock sizes and can be hiled in at any 
—— 

Assortment is packed in two cases, easy to 


ena store. 


These boxes have been carefully chosen to 


include 


20—3x 3x3 1-pc. 4—10x10x6 2-pe, 
20—4x4x4 1-pc, 2—11x11x7 2-pc. 
20—6x6x4 Ipc. 2—12x12x8 2-pc. 

15 —9 «5x4 1-pc. 3 Y9x10'2x2 2-pe, 
3—11x4x4 I-pce. 3—12%12x2'% 2-pe, 
20—6x6x6 2-pc. 3—14x14x 3 2-pc. 
20—8x8x«4 2-pc 3—14x7 x2 2-pe, 
4—10x6x6 2-pc. 2—16x16x2'2 2-pc. 


Made from the finest quality white clay-coated embossed 
paper board 
Because the PAPOOSE PAK is ready for immediate ships 


ment, no printing is possible. 


PAPOOSE PAK (16 Assortedsizes) 288 boxes $16.95 








BRAVE PAK 


988 Cotton filled set up jewelry boxes<silver and white 


swirl design—4 popular sizes. 


(4 popular sizes) 288 boxes $21.95 
ARROW PAK 


288 Cotton Filled Folding Jewelry Boxes (already set up) 


white alligator design—4 popular sizes. 


(4 popular sizes) 288 boxes $14.95 


ALL ASSORTMENTS MEET PARCEL POST 
REQUIREMENTS 


You MUST be satisfied. Our products carry 
a money back guarantee. 

Shipments on unprinted orders are made 24 
hours after your order is received. No print- 
ing on any of above assortments. 

Complete Gift Box Packaging and Accessory 
Catalog sent on request. 


ALL PARCEL POST SHIPMENTS INSURED 


(at no cost to you) 


ALL BOXES—F.O.B. FACTORY 


SHEBOYGAN PAPER BOX CO. 


“HOME OF THE LITTLE INDIAN’’ 
BOX 326 SHEBOYGAN, WIS. 








China 
Glass & 
Gittwares 


by MADELINE LOVE 


ELAMINE? Shall the jeweler who already 

carries fine china and crystal take it on 

or not? Shall he welcome a new and rapid- 
ly expanding line? Or shall he say a flat no to all 
plastics? It’s a pressing question today. 

We don’t attempt to offer an answer. We don’t 
know the answer. A year ago, perhaps, we might 
have been more definite about it. Melamine, we 
might have said, belongs in the housewares de- 
partment. It has no place in the jewelry store. 

3ut much has happened recently. Colors of 
melamine have been improved and attractive 
decorations have been added. More than that, 
some top-flight manufacturers of fine china have 
found melamine good enough to carry their 
famous names. Fostoria Glass brought out its 
line last summer and jewelry stores have been 
accepting it. And Lenox will soon add the 
prestige of its name to melamine made in its 
newly acquired Branchell factory. 

Neither Fostoria nor Lenox thinks melamine 
is competitive. Rather they look on it as a diversi- 
fication of output and a prospective source of 
much additional profit. It’s said that other manu- 
facturers are beginning to feel the same way. 
So perhaps more “name” brands of melamine will 
appear in the near future. 

And melamine isn’t the only one. Another new 
plastic called “Tyril’” has been developed by the 
Dow Chemical Co. Dinnerware made of Tvyril 
was shown in January at the Chicago Housewares 
Show. Two companies are producing it. Because 
it is made by the injection-molded process, it 
cannot be decorated and it can be sold at a lower 
price than melamine. 

The whole subject of plastic dinnerware is an 
urgent one. It cannot be ignored. It has become 
a definite factor in the market. Whatever his per- 
sonal tastes may be, the jeweler must at least 
consider it. He may decide to stock it or he may 
decide to reject it. In either case, he’s going to 
feel its impact. 


(Please turn to page 126) 





yourself 
in on 


“get acquainted 


ALL-PURPOSE, TRUE CHINA BY SYRACUSE 


WITH AN HONEST PRICE BREAK FOR YOU 
AND YOUR CUSTOMERS 


DON’T MISS OUT! DO WRITE, WIRE, PHONE FOR COMPLETE 
INFORMATION PLUS FREE PROMOTIONAL MATERIAL, NOW! 


CAREFREE all-purpose, true china 
by SYRACUSE + NATIONALLY ADVERTISED IN 
CONTINUOUS FULL COLOR CAMPAIGNS 


SYRACUSE MAKES NO OTHER TABLEWARE BUT THE REAL THING...TRUE, VITRIFIED CHINA! 


Syracuse China * Syracuse 1 * New York 
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| 
DINNERWARE | Ro DOULTON CO., LTD., will exhibit a group 


of pieces in the British Industries Pavilion 
at the Brussels Fair. The fair will last from 
April 17 to Oct. 19. Doulton is one of the few 
participants who exhibited at the Crystal Palace 
exhibition in London in 1851. At that time Doul- 
ton won two first-class honors. Included in their 
Brussels exhibit will be Staffordshire figures, 
Toby jugs, rouge flambe ware, and dinnerware. 


Spode THE FINE ENGLISH | CHINA, GLASS & GIFTWARES (from page 124) 


Bridal Rose 
Bone China 


Prpprences CHINA, INC., has prepared a bridal 

promotion for its customers. Merchandising 
and sales aids are included. The promotion is 
built around a new concept in place settings—a 
three-piece instead of a five-piece grouping which 
can, of course, be sold at a lower price. This is in 
line with Castleton’s recent survey which, they 
report, indicated that the average wedding gift 
is priced between $11 and $15. The store can sell 

Ride the trend toward traditional for the new the three-piece setting at an average price of 

“age of elegance.” Spode is already there with $13.50. Three different package programs have 

patterns of time-tested appeal. been set up within the promotion, depending 
upon the number of place settings stocked. 





Copeland & Thompson, Inc. 


206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 


Be individual... as ot 


Choose from 
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TUART SCHUYLER has been named to the newly- 
S created post of general manager for the gift 
and accessory house of M. Wille, Inc., and Georges 
attractive — sriard Designs. Announcement was made by 

BM. GG GG ; Max Wille, president of the Wille company and 

. : " co-partner of the Briard concern. Mr. Schuyler'’s 
patter ns > appointment is part of an expansion planned for 
| this year in new showrooms at 225 Fifth Avenue, 


ane fin ishes : New York. Among new lines scheduled for intro- 


duction at the summer china and glass show are 
e Dw “ P , . “ ‘ . " m4 ; . a . ‘ ‘ 
iard’s first creations in dinnerware and stem- 
..,at no extra cost } sriard’s first creé | 
ware. 
idest selection in folding gift- , a — 
sedan ' wegen : ne gH Mr. Schuyler formerly headed an advertising 
Wadare poxes...Over ) SIZCS. ‘ - , . 
agency in New York. Prior to that he was sales 
stock fewer sizes. and promotion manager for the National Silver 
Free imprinting of your store Deposit Ware Co. 
name or insignia ‘a 
10% plus 5% discounts— a HE H. E. LAUFFER CO., INC.. New York import 
freight allowances. 1 4 : : , _— 
} — house, which introduced its new Fairwood 
Write for FREE catalog... 
ask about special colors, too. china at the Pittsburgh Show, gave a press party 


(2: >  geey .\ | in January at the New York home of Robert L. 
Gift ox Gorporalion of clmerica Y 7; : | pga | oe 

Yy iy Green. Fairwood, which is made in Bavaria, won 
SUITE 1229K 225 FIFTH AVE., N. Y. 10, N. Y. Uy Y, 


YS | (Please turn to page 128) 
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@ Expansion style means you 
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Now — Royal Worcester Bone China 


Meets Your Every Selling Requirement! 


BLUE MEDALLION 
21.73 


SEPTEMBER 
19.75 


BRIDAL WREATH 
21.75 


PRICES SHOWN ARE RETAIL FOR 5-PIECE PLACE SETTING 


| x R I C E eccececeece Royal Worcester now offers a wide selection of 


distinguished new patterns in all popular price 
ranges from the very modest on up to the ulti- 
mate in luxury merchandise. 


House Peauliful PROFIT. eeeee You receive a full 50% discount on orders of as 


little as 16 place settings in multiples of 4 place 
settings of a pattern or patterns. On smaller 


R } ) eS orders, a still highly profitable 45 per cent. 
4k 
i. PATTERNS. Designed specifically for the American taste, and 


thoroughly pre-tested for consumer preference. 
All this plus the matchless, translucent Royal 
Worcester bone china body—whitest of white! 








IMMEDIATE DELIVERIES FROM U.S.STOCKS 


a 


PO Melba 5S he ey >G6i< 
: ; - eo . Ws, Ay, q 
' Nationally Advertised — Vy. Gla 


in Full Color in the magazines 2 2 LONDON WORCESTER, ENGLAND NEW YORK 

; Po FINEST ENGLISH BONE CHINA...SINCE 1751 
your best customers read and live by. 
The Worcester Royal Porcelain Co., Inc. 


11 East 26th Street, New York 10, N. Y. 
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We are proud to announce 
that we have been appointed 


SOLE U.S. DISTRIBUTORS 


of the world-famous JUNGHANS clocks 
and the renowned DIEHL clocks. 


Sold only through selected wholesalers. 


CATALOG 
available 
on 
request! 


305/3005 ATO 5-year Tran- Titan—8 day Sunburst Wal! 
sistor Clock 7!/g''x4!/,"". Jung- Clock, brass finish, 24°'x17' 
hans Retail $49.95 a Dieh! Retail $19.95 


Additional inquiries from wholesalers invited! 


Chronos Clock Corp. 


141 Fifth Avenue *« New York 10, N. Y. 
Phone: SPring 7-5100 




















~ NAS 4+, 


oa 


= 
. 


J 
| 


as 
NY CO 4; 
epomnaeic “ 


\ 
j 


= 


oy 


- 
7 


) 
LEXI GMOSS 
y” 
Vester’ 


a 


: 


CHINA, GLASS & GIFTWARES (from page 126) 
a gold medal for excellence of design at the 1957 
Triennale in Milan, Italy. Basically white, the 
china accents this color with hollowware and 
saucers of bright red, lemon yellow, emerald 
green, smoke green, and smoke gray. It is also 
available in two different decorative effects. 


ISHER, BRUCE & CO., Philadelphia and New 

York, has appointed Robert D. Murray as 
sales representative for Orrefors crystal. He will 
be associated with Mrs. Helen Douglass in Orre- 
fors sales throughout the eastern part of the 
United States. Mr. Murray was formerly con- 
nected with the General Electric Supply Co. in 
sales, and with the Oldsmobile division of General 
Motors in distributor sales. 


ILVER CITY GLASS co., Meriden, Conn., an- 
~ nounces changes in the sales force. Charles 
Weaver, of Atlanta, Ga., will cover North Caro- 
lina, South Carolina and Georgia. Joseph Silver- 
man, of Hollywood, Fla., will cover Florida. 


ERNON KILNS, earthenware firm of Los An- 

, * prey has gone out of the dinnerware busi- 
ness. This is the second California pottery to 
discontinue the making of dinnerware in recent 
months. The other is the Santa Anita Potteries. 
(Please turn to page 130) 
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) PACIHC Silvercloth 


ill guarantee a brighter sales story 
for YOU... 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
with their silverware ... adds more profit to your sales. 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


Dept. SC15. 1430 Broadway, New York 18, N. Y. 
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- pull-out hanks 


MAKE THIS TIE-TIE BOW...A BEAUTIFUL PACKAGE...AND A DELIGHTED CUSTOMER 


With TiE-TIE’s Pull-out hanks, you simply 
separate individual loops—a resplendent Pom- 
pom bow is automatically formed. With no 
special skill and no equipment—your gift wrap- 
ping section ties any package memorably and 
quickly. 














e Ready for immediate use 

e Each hank made of lustrous rayon Satintone’ 

e Choice of 3 and 4-in. Pompoms in 34-in. width 
Also available in 5-in. Pompom in 114-in. width 
Rainbow assortment of 11 new colors 
Matches lustrous Satintone banding gift tie 
Requires little storage space 
120 of a color to a carton 


Readily lends itself to inventory control 


also for resale at substantial profit... 
in boxes of two dozen per color or an eight 
dozen assortment of the most popular colors. 


The nicest gifts are TIE-TIE wrapped 


Mal lhe coupon! 


a 


1 ~™—._—Ss=s«sSSAAMVPLLES) WILL CONVINCE You! 


TIE-TIE Gift Wrappings 
2300 Logan Boulevard « Chicago 47, lilinois 


At no cost or obligation to me! 
® Have your Representative visit me regarding Tie-Tie pull-out hanks for 


[] Store use [_] for Resale. 
GIFT WRAPPINGS 
; Name, Title 
...for resale! ial 
...-for store use! City 
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FRANCONIA CH | NA One of Europe's Finest 
Introducing “FLEURETTES” 


, , , 
. * « 4 id ad ort cs ; fs] 


trans- 
Place 
West) 


Tiny blossoms and sprigs in delicate multicolor tints on pure white 
shape, edged with Gold. 5-pc. 
$7.95 Retail (slightly higher South & 


lucent porcelain in a modern rim 


Setting with 10!/.'' dinner plate 


HERMAN C. KUPPER, inc. « 39-41 w. 23rd St., N. Y. 10, N. Y. 


] 
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PHOUSAND WINDOWS 
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Hland-crafted crystal from the world- 
Windows 


tion of bowls and Vases. Superlative 
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famous Thousand collec- 


oiit items! Nationally advertised to 


U.S.A. REPRESENTATIVE (EAST the consumer. Orde: now. 


FISHER, BRUCE & CO. 


221 Morket St., Philadelphia 6, Pa. 1107 Broadway, New York 10, N.Y 
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CHINA, GLASS & GIFTWARES (from page 128) 


| 


Several Eastern earthenware plants also have 
either ceased production during the past year or 
are likely to do so. Chief reason is foreign com- 
petition, mostly from Japan. Vernon Kilns has 
been negotiating with several factories, notably 
the Red Wing Potteries, Inc., to sell its name, 
patterns and good will. So far nothing is final. 

Hard on the heels of the Vernon Kilns an- 
nouncement has come a statement from A. R. 
Said, vice president of Gladding, McBean & Co., 
of Los Angeles. Mr. Said made it clear that his 
company has no intention of stopping the produc- 
tion of Franciscan china or earthenware. In fact, 
the company is coming out with still a third line 
called Family china. This will appear on the 
Pacific Coast this spring, and will have national 
distribution in 1959. 


ATES FOR NEXT YEAR'S Pittsburgh china and 
D glass shows have not yet been decided on, 
but they will probably be a little later than this 
year’s. Both exhibitors and buyers seem to feel 
that the Jan. 4 date was too early. This belief 
is borne out by the fact that registration was 
off by about 20 per cent. Sales were off, too, 
but they picked up at later trade shows in other 
parts of the country. 


view was received here in January. An illus- 
trated, eight-page booklet, the review is published 
for makers, sellers and users of Wedgwood. It is 
edited in London by the public relations depart- 
ment of Josiah Wedgwood & Sons, Ltd. Written 
in an easy, newsy fashion, its purpose is to keep 
its public informed of all that goes on at the fac- 
tory and its world-wide branches. 


 perveneg 1, NUMBER 1 of a new Wedgwood Re- 


EORGES BLUM has been appointed exclusive 

American representative for the Sevres glass 
factory in France. He was recently vice-president 
and sales manager of the tableware and gift divi- 
sion of the French Glass Co. Prior to that he was 
vice-president and general manager of Daum 
Crystallerie, New York. 

Mr. Blum is in Europe and upon his return the 
latter part of March a new Sevres selling organi- 
zation will be formed, and later general offices 
and a showroom will be set up in New York. 


HE SYRACUSE CHINA CORP., of Syracuse, N. Y., 

has issued a new pocket-size price book. The 
available fine-china patterns are divided into two 
groups. The 22 in-stock designs are illustrated in 
full color; the 74 made-to-order designs are shown 
in black and white. Another section of the book 
is devoted to the Carefree china line, with its 
six patterns illustrated in color. Zane 
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PUT YOUR TELEPHONE TO WORK 


(continued from page 82) 


3ox. Congratulations on your first wedding anni- 
versary next week. I was looking over my sales 
of wedding rings of a year ago, and saw your 
name. I suppose you are thinking about some sort 
of an anniversary present...” 

The sales message is the second part of your 
presentation and is, of course, the most important 
part. If Mrs. Jones answers your opening query 
with “Yes, I did get your offer (or see your ad),” 
remind her of its prime points: Enthusiastically 
tell her what she will gain by purchasing the 
product you want to sell. Stick to the animated 
descriptions you have on the script before you 
until they become a natural part of your talk. 
[If your prospect says she isn’t interested or 
doesn’t care to buy now, find out if it is a tempo- 
rary or permanent situation. If it is a temporary 
situation, ask when it would be a good time to 
call again. Deliberately ask questions. Get the 
facts. 

As you develop your style, you’ll be able to 
interpret many answers for what they mean even 
more than what they say. For example, “I can’t 
afford it” could mean that she wants the product 
if she can be shown an easy way to pay for it. 
The experienced salesman, hearing this, will turn 
his conversation to terms, sensing that he is ready 
to close the sale. 


(please turn to page 132) 


What Is a Customer? 
A customer is the most important person ever 
in your office or store, in person or by mail. A 
customer is not dependent On you, you are de- 
pendent on him. A customer is not an interrup- 
tion of your work, he is the purpose of it. You 
are not doing him a favor by serving him, he is 
doing you a favor by giving you the opportunity 
A customer is not an outsider to your 


A customer is not 


to do so. 
business, he is a part of it. 
a cold statistic, he is a flesh-and-blood human 
being with feelings and emotions like yours and 
with biases and prejudices. A customer is not 
someone to argue or match wits with. Nobody 
ever Won an argument with a customer. A cus- 
tomer is a person who brings you his wants. It 
is your job to handle them profitably to him and 
to vourselves. Let’s take care of the customer. 
(Reprinted from Galley Proofs, courtesy of 
Reliance Typesetting Co., Inc.) 
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BOX & PAPER 
1737 W. 2nd St. 


Marion, Indiana 


Division of Federal Paper Board Co., Inc 


You M0 sell more 


“Quick Service’ Monogramming 


Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 


Leather Goods 


Write jor 
de fails 


You can RENT a Kingsley 


Mach ne for only Sle a day! 


KINGSLEY MACHINES 


850 Cahuenga Boulevard, Hollywood 38, California 
275 
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“You know, Mrs. Smith, that you need only put 
$1 down to buy this item, and then only pay $1 
per week.” Experience will also teach you that 
“No” can often be taken with a grain of salt. A 
non-committal prospect should be asked, “Just 
what is your objection?” or, “Is that your only 
objection?’’ These questions will help you get at 
her deep-seated feeling about your offer. It’s this 
feeling more than her voiced objection that often 
gives you the key to making the sale. You will 
get this feeling with practice. 


“Which” instead of “If” 

The closing is, of course, what the whole sales 
talk leads up to. The prospect must be asked to 
buy. 

“Shall I arrange to send it out?” or “May | 
write up the order on that basis then?” Or ask 
the prospect which she wants to buy rather than 
if she wants to buy. “Perhaps we can arrange 
for an appointment?’ “Could you come down to 
our store on Wednesday’?”’ “I'd be very glad to 
put one of these special rings aside for you!”’ 

Get the prospect to say Yes! Remember, no 
“Yes’—no sale. 


Overcoming objections 


Handling objections is a matter of diplomacy. 


“No one ever made a sale by winning an argu- 
ment.” This truism applies to telephone selling 
as well as it does to every other kind of selling. 
A busy person may become irritated or antogo- 
nized by a telephone-selling call that is uninvited. 

When you hear your prospect reply to your 
‘smiling’ introduction, “‘I’m sick and tired of 
these phone calls from salesmen,” meet such a 
challenge constructively. “I don’t blame you at 
all, Mrs. Jones, but I’m sure you'll feel differently 
if you'll just give me about a minute of your 
time.” 

If Mrs. Jones gives you that minute you have 
an invitation to make your sales presentation. 
Once in a while she won’t give you a hearing— 
then thank her courteously, shrug your shoulders 
and hang up. You may find a few who won't 
listen but you’ll find many who will, and when you 
do the reward can be gratifying indeed. 

Objections to sales points reveal the direction 
of the prospect’s thinking and point the way to 
a sale. 

The preparation for your telephone campaign 
will supply the answers to most of the questions 
that will be asked about your “‘deal.’” You'll find 
that experience will help you appraise objections 
as they arise. If an objection is valid, acknowl- 
edge the fact but don’t dwell on it. Rather, em- 
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Attractive prices available in quantity purchases. 


16 OZ. 
ECONOMY 
GLASS BOTTLE 
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phasize the outstanding features of the product 
you're selling. 

Use the words “Yes... but...” 
tween an objection and your sales presentation. 


as a bridge be- 


Kor example, “Yes, Mrs. Kay, what you say is 
true, but in this case...” or “Yes, there’s a lot of 
truth that but don’t you think 


lynoring objections can sometimes help. Your 
prospect’s objection may be of small importance 
to the product. She may be just making up her 
mind. If you discuss the objection, it may take 
“off target.” At such a time you may ignore 
the objection and talk about the important advan- 
your deal. Most often this is the right 
strategy. However, if the prospect men- 
tions it again you may be sure it is of real concern 
and must be handled satisfactorily before you can 
make the sale. 


Vou 


tages of 
selling 


Jewelers’ experience 

Philip R. 
one of New 
has reported that his organization’s 
planned telephone-selling campaigns have moved 
huge quantities of merchandise ranging from pro- 
motional $12.95 recorders, ex- 
pensive watches and diamond rings. 

Sol Blickman, of Rogers Jewelers, Indianapolis, 
Ind., finds telephone selling best suited to items 
of immediate utility—shavers, mixers, water- 
proof watches. He feels that the telephone is more 
than just a selling tool. “Properly prepared, prop- 
delivered and closely supervised telephone 
solicitations can expose our store to hundreds of 
extra prospective customers a day,” Mr. Blick- 
man “This telephone contact gives us a 
special opportunity to build our reputation for the 
kind of personal service that must be part of to- 
day’s high-level, progressive jewelry operation.’ 

J. W. Levin, Manager of Zale’s Jewelers in Ok- 
lahoma City, reports: ‘“‘Next to over-the-counter 
selling, nothing succeeds like a sales talk by tele- 
phone.” In advertisements placed regularly in 
newspapers in other cities, Zale’s urges the reader 
to call the firm collect. “When we answer these 
inquiries by telephone,” says Mr. Levin, “our out- 
of-town customers get faster service and we get 
bigger orders. We can answer questions directly. 
clearly, and tell about related items the customer 
may not know we carry. For anciaidh last en 
a customer asked about a $49.50 camer 
bought a more expensive model!” 

The experiences of these jewelers typify the 
telephone-selling results possible in your opera- 
tion. 

So, put your telephone to work. Apply your 
imagination to increase your sales without in- 
creasing your overhead—with your telephone. 
Zea 


Abel- 
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Shipped promptly from stock. 


3 Assts. No. 33 (regular price $45.30) Special Offer 
$42.50 (216 boxes) 
THREE of our regular No. 33 assortments, 
21 sizes “SET UP” gi it | boxes from 3x3x8 to 
12x12x8. Choice of colors, silver & w vhi 
embossed, coppertone, paisley or ivory enamel. 


(216 Boxes) 
3 Assts. No. 33 (regular price $45.30) Special Offer 


2 Assts. No. 66 (regular price $13.20) (234 boxes) 


Same as above PLUS our No. 66 assortment 
of 18 flat boxes from 7%x7%x1% to 18x18x23%4 
for trays, platters, plates, purses, linens, etc. 
Same color choice. 


No. 77 Folding Box Asst. WHITE (regular price 
$42.10) Special Offer $39.00 


No. 77 Folding Box Asst. GRAY (regular price 
$45.70) Special Offer $42.00 (385 boxes) 
12 sizes ranging from 4x4x4 to Ilxllx/7. 
Pure white color, or smart gray diagonal stripe 
design. 


SIX GROSS Jewelry Boxes (regular price $61.70) 


Special Offer $49.75 3 gr. No. 106, 1 gr. No. 
80, 1 gr. No. 11, 1 gr. Bead (864 boxes) 
You save $11.95 on Pictorial’s popular 
cotton filled Jewelry boxes. You get 3 gross 
215/16 x 115/16 x 7/8, plus 1 gross each 
34%x3%x1l4, 5%x334x1 and 1 gross bead 
boxe a e of i ite & silver, coppertone, 
hite embxc 1 o1 ry enamel. 


PICTORIAL PAPER PACKAGE CORP. 
232 S. LAKE ST. AURORA, ILL. 
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ORDER COUPON — 


Please ship “SPECIAL OFFER” as described above 
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A personalized lifetime remembrance 


PROMOTION IDEAS (from page 120) 


April Days and Weeks 


Now for April. April is no less than nine 
“Months.” But since none of them looks particu- 
larly promising for the jeweler, let’s skip at once 
to the Days and Weeks. 

April 1 (to start right off with a bang) is, as 
you know April Fool’s Day or, to be more histori- 
SSS = cal and polite, All Fool’s Day. Naturally if you’re 
of a prankish nature, you can do all kinds of 
STERLING CIGARETTE BOX things with that. We know some jewelers who 
Never-to-be-forgotten gift for the groom, the presi- don't need such an excuse to go a bit nutsy—and 
dent of vour club, the retiring executive, the tourna- for them it pays off, too. Or perhaps a special 
ment winner and for a thousand other apprecia- clearance sale with real bargains—and specify 

Hons and occasions. “No fooling about these prices.” 
IN 6 SIZES April 4, this year, is Good Friday—dquite the 

long, 3%” wide, 1%” high $29.50 

” long, 3%” wide, 1%” high $42.90 eran 


retail and 


long, 3%" wide, 2%” high $38.50 _inctude tax. symbol in your window can do you no harm, and 
Ya” Vie” wai 4%” high 52.50 Prices subject , ° : , 
. —_ her = +8 ae a 00. (ot dango a lot of people will like it. 
_ tong, fi wide, oo 'g : without notice om el ; . . > 
long, 34" wide, 2%" high $75.00 April 5 begins the week of the Jewish Passover 
Newspaper mat of this advertisement is av. ilable. Your festival, and a similar recognition is indicated, 
newspaper will rd store signature and tac simile engrav- perhaps a mezuzah ora silver wine cup. 
ing charge to copy above. Use it to bring profitable gift ae : 
business to your store. We can provide engraving service. April 6 is Easter (very early this vear). 
Flowers, especially lilies, are, of course, the tradi- 
tional symbol. Show jewelry to adorn new Easter 
NORTH ATTLEBORO al s, . ' 


smith & smith wore enoserrs sae 


April 7 is Army Day, and if you happen to be 
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Se peu 8W FOR WIDE RINGS 


* PATENT applied FEET FIT INTO GROOVES ON COVER 8D TANDEM two rings a 


$11.90 DOZ. 
#300—FIESTA An elegant display and package in itself, that 


combines rich subtlety with artistic craftsmanship, making a hand- 
some dramatic display that you can take great pride in showing. 


Individually packaged. $11.95 per dozen 








ASK FOR COMPLETE CATALOG 
SOLD ONLY THROUGH WHOLESALERS 
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JEWELRY BOX INCORPORATED 
125 E. 144th ST., NEW YORK 51, N. Y. 
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located near an Army camp, you won’t want to 
miss this opportunity. Has any jeweler ever used 
battalions of lead soldiers in his window? 

April 7-13 is National Boy’s Club Week. Is 
anything more universally attractive to boys tnan 
the insides of a watch? You could even put your 
watch repairman to work in the window— it’s 
been done. 

April 13-20. This—God bless us—is Brand 
Names Week, and since a good part of your mer- 
chandise is name brands anyway all year round, 
you'd better point this week up with signs and 
posters. You can get them from Brand Names 
Foundation, 437 5th Ave., New York 16. 

April 15 is Coffee Day. Perfect for trotting 
out your coffee makers, creamers and sugar bowls 

or, While you’re at it, a whole breakfast table 
with silver, china and glass. 

April 14-20: National Sterling Silver Week. 
With “Miss Sterling Character” and “Sterling in 
Song’ contests. Promotional material available 
from Sterling Silver Information Bureau, 551 
Fifth Ave., New York. 

April 16-21 is National Tobacco Distribution 
Week. Why not garnish those lighters with pipes, 
packs of cigarettes and a few tins of tobacco”? 

April 20 is National Mother-In-Law Day. Now, 
don't get nasty! 


WE CARRY A LARGE STOCK 
OF THE FINEST IN 


DIAMOND JEWELRY 


AND 


PRECIOUS STONES 


April 20-26 is National Retail Credit Week. If 
vour store offers credit, now’s the time to stress 
the fact. 

April 21-27: National Garden Week. You can 
go all-out horticultural if you like—and Spring 
flowers will be at their best. 

April 24-30: National Photography Week. Why 
not back up your cameras and accessories with 
some actual photos—even blow-ups? 

April 26-May 3. This is National Baby Week. 
ood, drug and department stores are behind this 
actively. You can sponsor it too, with silver 
rattles, mugs, feeding sets, tiny lockets, frames 
for babies’ photos, and the like. 

April 27. Summer Millinery Openings begin 
Jewelry doesn’t often go on hats, but a few 
chapeaux with large mobile earrings suspended 
from each side would be a display no woman 
could pass by. 


So ends our round-up for these two months. 
Your imagination may be such a constantly gal- 
loping horse that it never needs a spur. But if it 
does—and with most of us there are times when 
it won’t budge—then you may welcome some of 
these ideas. If you do, perhaps you'll write and 
tell us so—and let us know if you’d like a repeat 
in May. Zea 


J. MEHRLUST 


6 WEST 48 STREET 
NEW YORK 36, N.Y. 


Special order work designed and executed by expert craftsmen 
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G.E., OTHER APPLIANCE MAKERS AND RONSON DROPPED FAIR TRADE in an end-of-February 
rush. G.E. was first to act (Feb. 25) because “we can no longer effectively 
protect our fair trade price structure in the manner originally contemplated 
by the fair trade price laws." 

SUNBEAM CORP. IMMEDIATELY FOLLOWED SUIT, Saying it had to stay competitive. 
So did Hamilton Beach, McGraw-Edison and Ronson. Parker Pen pledged 
continued price maintenance. Discount houses, department stores generally 
hailed the trend, though smaller dealers bemoaned price wars. 





U. S.~ WATCH INDUSTRY IS NOT "ESSENTIAL," Defense Mobilizer Gordon Gray finds. The 
long-awaited report, issued Feb. 28, Said in effect that the nation's 
security would not be imperiled even if imports crushed the domestic manu- 
facture of jeweled and non-jeweled watches. Non-horological companies can 
design and make whatever military devices are needed, the 10-page study 
Said. 


SWISS JUBILANTLY HAILED THE DECISION as serving "the best economic interests 
of both the U. S. and Switzerland" and with "hope it means the end of an 
extensive period of harassment against the export of watches and watch 
movements from Switzerland to the United States." 








SELECTIVE PRICE CUTTING BY MANUFACTURERS TO MEET COMPETITION is under fire from some 
Congressmen. They oppose a recent Supreme Court ruling that allows a firm 
to cut prices to some of its outlets to meet competition. Under the rule, if 
firm "A" tries to entice firm "B's" outlets with lower prices, firm "B" can 
trim its prices to firm "A's" level to keep those stores in the fold. And 
firm "B" would not have to reduce itS prices to all other stores in the area. 


RETAIL REACTION HAS BEEN MIXED. Franchise dealers are happy...say it will 
permit manufacturers to help them compete. But many other dealers call it 
a license for "bloody, cutthroat competition." 








THE UNTIMELY DEATH OF IMPERIAL PEARL SYNDICATE'S ESTHER GOLDSTONE on Jan. 29--only 
45 days after the death of her husband, Syndicate founder Joseph Goldstone 
--has required a second reorganization of the firm's officers. Mrs. 
Goldstone had been elected president after her husband's death. 
NEW PRESIDENT IS SIDNEY A. WEISS, former vice-president and general manager. 
Other new officers are: David Goldstone and Hans G. Clapper, vice-presi- 
dents: Herman Goldberg, treasurer; and Harry H. Krinsky, secretary. Firm 
recently opened new offices at 681 Fifth Ave. in New York. 
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NESE STAINLESS MAKERS ARE SWOOPING DOWN ON WASHINGTON IN PROTEST of the Tariff 
Commission's recommendation to President Eisenhower that duties be raised 
on stainless steel table flatware imports, to protect the domestic industry. 


HIGHER DUTIES, THEY SAY, WILL SERIOUSLY AFFECT over 355,000 workers in Japan 
alone, will “wipe out" the entire industry. If this happens, the 108 
American importers will be damaged severely, and American shipping and 
customs incomes will be shut off. European stainless makers will also be 
hurt. Eisenhower has until March 10 to accept or reject the Commission's 
recommendations. 


NONSENSE, ANSWER AMERICAN STAINLESS MAKERS. The truth is, they say, hiking 
the tariff would do little to reduce imports from Japan or to improve their 
ability to compete against Japan's fantastically low labor costs. What 
American stainless manufacturers really want iS a quota on imports of such 
flatware from Japan--and that quota is just what the Japanese-goods importers 
are trying to head off. 
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EXCLUSIVE FRANCHISE 


The ONE jeweler in each town that can boast a ZODIAC Franchise KNOWS he OWNS a valuable piece of property. 
For only this jeweler...and NO one else in town...can supply a customer with a nationally advertised ZODIAC watch. 


MOREOVER, when ZODIAC gives its exclusive franchise, it gives 
MORE than just the right to a pre-sold trade — it gives this jeweler the 
security of PRICE and MARK-UP protection. There's no competitive 
price-gouging because ZODIAC is sold ONLY by franchised jewelers. 
ZODIAC watches are superbly fashioned in pace setting styles for men 
and women from $49.75 to $2500.00 (Fed. ‘Tax Included) . 


Without obligation, please send me information 
on how | can become the exclusive Zodiac fran- 
chised agency in my community. 


Store 
Address — 
Se ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. hy 


An Official Watch of the Swiss Federal Railways Signed by 
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3583 Jewelburst Wal! Clock 
20” diam 

Metaigold 

$20. wholesale 


3580 Provincial Wal! Clock 
2142” x 21%” 
Metaigoid, White-decorated Gold 
Fruitwood-decorated Gold 
$25. wholesale 


You can take the measure of most objects by figur- 

ing out their width, depth and height. Not so with 

Syroco’s new wall clocks. Here you must reckon an 

EQ or “Elegance Quotient.” No slide rule is needed, 

however. It’s done by eye—quickly, instinctively—by 

customers who are fascinated with design in depth, 

with exquisite finishes, with the very idea of luxury. 

Servicing these taste-proud people is a retailer’s 

delight, for Syroco 8-day clocks sell on sight at full ; . _——«_ ee 
mark-up. Guaranteed for 1 full year, they have Ld te = _———«_ 
front-wind, jeweled movements. Finishes include: P ys | | a. 

famous Metalgold, Fruitwood-decorated Gold,White- 

decorated Gold, and Black-decorated Gold. What 

you don’t see here you'll find in our spaces at all 

furniture, gift and jewelry shows. Stay-at-homes are 

urged to write for our new catalog of clocks, mirrors, 

consoles. sconces, planters and plaques, designed by 

Harry Laylon of gen- 

uine SyrocoWood. 

eatin All designs copyright. 

Foremost See us at all Jewelry and Gift Shows 
Manufacturer 


é é ¢ Permanent | Chicago, 1526 Merchandise Mart 


C -corative 
f Decor Showrooms | New York, 225 Fifth Avenue 
Accessories 
Since 
3581 Four Seasons Wall Clock 


1890 ty 
SYRACUSE ORNAMENTAL CO. INC etalon Biack-decorated Gold 


DEPT. 338, SYRACUSE 2, NEW YORK $20. wholesale 
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Sterling Publicity Builds Up for Spring Push, 


National Sterling Silver Week Will Be Kickoff 


Sterling makers’ half-million dol- 
lar 1958 campaign to 
larger market is getting into high 
gear, in time for spring, tradi- 
tionally the best selling season for 


create a 


sterling. 

National Sterling Silver Week, 
scheduled for Apr. 14-20, will see 
teen-age winners announced in two 
nationwide contests. The contests, 
starting now, will build interest in 
“Sterling is for now . for you,” 
shortly before Mother’s Day, grad- 
uation time and the June wedding 
peak. 

One contest will search for ‘Miss 
Sterling Character’ among home 
economics students in high schools 
and colleges. 

Jewelers in any city or town can 
sponsor a local contest among high 
school students to name the ‘Miss 
Sterling Character” in their com- 
munity. The local winner’s name 
can then be sent to the Sterling 
Silver Information Bureau, 551 5th 
Ave., New York, and she will be 
considered among candidates for 
national honors. (For entry blanks 
write the Bureau.) Ten finalists 
will receive sterling silver prizes 
during Sterling Silver Week and 
one girl will be crowned as ‘Miss 
Sterling Character” and 
her award from a nationally known 


receive 


leader in education. 

A second contest, “Sterling In 
Song,’ will tax the wits of the 
enormous disc jockey audience. 
Teenagers will be challenged by 
local deejays to compile a list oi 
as Many songs as they know which 
contain the words “silver” or “ster- 
ling,’ and to mail entries to the 
Bureau in New York. 

Here again, local jewelers can 
make their stores headquarters for 
contest. 


information about the 


Jewelers can obtain entry blanks 





from the Bureau. 
National 
place setting prizes and appear on 
the air during the ‘‘Week.”’ 
Radio and TV programs will an- 
nounce plans for the “Week” well 
in advance. Special stories exploit- 


Winners will receive 


ing various angles of sterling his- 
tory and tradition will be issued to 
syndicates, wire services and more 
than 4500 daily and weekly news- 
papers. 


Johnson, Patman Want Banks 
To Provide Venture Capital 
For Small Business Growth 


A plan to set up government- 
financed banks to invest in and pro- 
vide capital for small firms is 
gaining considerable support in 
Congress. 

The plan, 
Wright Patman (D. Tex.) would 
call for the creation of a small 
business capital bank in each of the 
12 Federal Reserve Districts. They 
would be capitalized with $10 mil- 
lion each in funds transferred from 
district Federal Reserve Bank re- 
serve fund surpluses. 

Under the plan—which is being 
sponsored in the Senate by Majority 
Leader Lyndon Johnson, (D. Tex) 

the banks would make long-term 
loans to small firms unable to secure 
either through commercial 
banking channels or through the 
existing Small Business Adminis- 


sponsored by Rep. 


loans 


tration. 

The proposed banks would also 
be empowered to buy stock in small 
business firms. 

According to its sponsors, the 
small bank plan will 
neither cost the government money 


business 


in direct or indirect appropriations, 











WHERE DO WE GO FROM 
HERE? This, according to 
some scientists, is how Africa 
and South America were joined 
before they split into the con- 
tinents we know today. The 
difficult study of whether the 
earth’s land masses are still 
shifting may soon be made 
easier, as a result of the de- 
velopment by Swiss watchmak- 
ers of a quartz clock accurate 
to one ten-thousandth of a se- 
cond per day. Here’s how the 
new clocks will help: They 
will be mounted at various 
points around the globe, and 
will trigger photographs of the 
moon at split-second times. If 
land masses are actually mov- 
ing, even as little as a few feet 
per year or less, the relation of 
the time on the clocks to the 
moon pictures will change ac- 
cordingly. By translating these 
changes into linear terms, ex- 
tent of land shifts can be 
measured in feet and yards. 


nor require any Increase in the 
national debt. 

Each local bank 
own requirements for loan eligi- 
bility and interest rates, up to a 
maximum of 5 percent. In general, 
loans would run up to 30 years, al- 


would set its 


though longer terms would be per- 
mitted for construction or conver- 
sion loans, and the lending bank 
would be permitted to grant exten- 
sions of up to 10 years if necessary 
to aid repayment of a loan. 





Texas RJA Vows to End Unfair “Wholesaling,” 
Takes Cue from Oklahoma’s Successful Fight 


alr ady the nations 


ace-setter, Is now Cchal- 
other 47 states t 
strides it has made in 
f consumer dol- 


ee 
genuine retall 


turning sands ( 


> 


lars back Inte trade 
channels. 

Only this time the Sooners want 
the other teams to win. 

Unless they do, says T. C. “Ted” 
Knoop, executive director of the 
Oklahoma Retail Merchants Asso- 
ciation, fake “wholesalers” and 
dollar-diverting industrial selling 
practices will continue to threaten 
the retail industry. 

Knoop, in next-door Texas Jan. 

tell the Texas Retail Jewelers 
Association how it could follow Ok- 
lead in repulsing the 
threat, 
newly-enacted Oklahoma Industria 
Selling Act. 

This new law, he said, helps th 
fight in two ways: (1) It prohibits 
industrial firms and other employ- 
employees 


lahoma’s 


“wholesale” explained thi 


ers from’ furnishing 


merchandise at wholesale: (2) it 


fake 
from advertising that 


stops discount houses and 
wholesalers 
merchandise is being sold at whole- 


sale when it is not. 
Letter of the Law 


The Act defines wholesaler as “‘a 


person a substantial portion of 
whose sales are made to retailers 
for the purpose of resale to cus- 
tomers.” “the 


price normally paid by a retailer 


Wholesale price is 


to a wholesaler for the purpose of 
resale to consumers at a _ profit.” 
Wholesale sale is “a sale for the 
purpose of resale in the ordinary 
course of business.”’ 

These definitions in effect make 
it illegal for firms to buy cut-price 
merchandise for employees, unless 
the merchandise is regularly han- 
dled by the 
items purchased by a firm for use 
as gifts or 

The 
reports: 


firm. Exempted are 
incentive awards. 

results ? glowingly 
“Large non-retail compa- 
nies have ceased buying at whole- 
sale for their emplovees. 


Knoop 


Discount 
houses in Oklahoma have generally 
taken steps to end false advertis- 
ing. In short, in the few months 


140 


of its effectiveness, the act has 
turned 


dollars in retail business back into 


hundreds of thousands of 


regular channels of trade.” 


Lie-Detector Test 

Knoop estimated that at the time 
of the introduction of the Act, $380 
Oklahoma 
goods were being purchased by in- 


million of consume! 
dustrial firms from non-retail sup- 
pliers each vear. And, Knoop said, 
“fake 


nually fleecing the consumer public 


wholesale houses were an- 
of additional millions through gyros 
misrepresentation in advertising. 
This practice has 
grant that a bill was 
in Washington that anyone selling 


become so. fla- 
introduced 


wholesale had to take a lie-detecto: 
test.”’ 

The Chamber of Com- 
merce, he said, estimates that the 


U. S. 


total national amount of industrial 
sales to emplovees diverts $19 bil- 
lion vearly from retail trade. 
Knoop warned that it would not 
into 
He recounted the 
Okla- 
again in 


goad legislators 
remedial action. 
unsuccessful tries for the 
homa act in 1951 and 
1955, pointed out that “merchants 


be easy to 


are in an economic age where 
everyone but the merchant is pro- 
tected by the government.” 

Then too, he laments, “the peo- 
ple don’t know the facts about dis- 
tribution, are encouraged by the 


magic word ‘wholesale,’”’ are re- 
luctant to give up their lower-cost 


SOUFCeS. 


How to Get Action 


The members ot the Texas RIA 
that 
sible for the fake wholesale busi- 


avreed “everyone is respon- 


ness in Texas,”’ that unless ‘‘we are 


willing to strive for legislation, 
then no one will be concerned.” 
Knoop told how his group finally 
succeeded: “Educated people went 
to the legislature and laid the prob- 
lem before them. When we 


back with a bill in 1957, contrary 


Came 


to the two previous years, in 30 

minutes I had 18 co-authors in the 

House and one in the Senate.” 
The 


area retailer groups about why leg- 


Texas plan would educate 


islation is needed, and enlist par- 


ticipation from as many associa- 
tions as possible. 
Illinois, Ohio, 


Wisconsin, Pennsylvania, Michigan 


Six other states 


and Minnesota—already have some 


form of industrial selling laws. 
Last year several states introduced 
bills, but 


were passed except Oklahoma’s. 


industrial selling none 





Jewelry Crafts Association Elects Buxbaum President 


The Jewelry Crafts Association of 
gold, platinum and diamond jewel- 
ry manufacturers elected Arthur 
M. Buxbaum of B. F. Hirsch, Inc., 
president at its annual meeting 
Jan. 30 in New York. 

cetiring President Sydney C. 
Davidson was chairman at the 
meeting. He was presented a bronze 
plaque by Jacob H. Schaeffer of 
Shiman Bros.-Colonial, Inc., in ap- 
preciation for his contributions. 

Isadore Gratz, president of Louis 


: 


Gratz Sons’, Inc., reported on the 
group’s welfare fund, 
which paid life, health and accident 
and surgical claims of $191,000 in 
1957. 


Members 


workers 


elected these new of- 
ficers, besides President Buxbaum: 
Walter Karlan of Karlan & Bleich- 
er, Inc., first vice-president; Wil- 
liam Schneider of William Schneid- 
er, Inec., second vice-president; and 
Isadore Gratz of Louis Gratz Sons’, 
Inc., treasurer. 
















Be vee eras 


Boston Jewelers Clu 


Ay Pd 
4 3 Py) 


Old Boston again smiled fondly 
down upon some 700 of its formally- 
attired their 
guests at the Hotel Statler Feb. 1. 
It was the 70th such impressive 


Occasion since the Boston Jewelers 


jeweler sons and 


Club first began holding its annual 
banquet In 1888. 

Distinguished guests seated at 
the head tables included: Rear Ad- 
miral John A. Snackenberg; Major 
General William M. Morgan; Colo- 
nel John A. McAllister; Lt. Colonel 
Richard G. Warga; James C. Grier, 
president of the Canadian Jewellers 
Alvin A. 


Association: Lausche, 


president of the Chicago Jewelers 
Association; Sydney D. Cook, pres- 
ident of the 
[sland 


Massachusetts and 


Rhode RJA: Robert A. 





MEMENTO: Each member and guest 
took home this handsome ladies’ over- 
night case as a banquet souvenir. 


Abbott, president of the Diamond 
Peacock Club. 

Also: Arnold Shiffman, president 
of the Retail Jewelers of America; 









Harry J. Bromley, publisher of 
National Jeweler; Isadore Paisner, 
president of the Manufacturing 
Jewelers & Silversmiths of Amer- 
John Nicol Mark, who 
delivered the invocation; Peter M. 
lahrendorf, president of JEWELERS 
CIRCULAR KEYSTONE; 
Graham, president of the 


lca: Dr. 


Douglas C., 
Provi- 
dence Jewelers Club; John H. Bal- 
lard, president of the 24 Karat Club 
of New York; Joseph r. 
dent of the Boston Jewelers Bowl- 
and William E. Smith, 
president of the Jewelers Board of 


Ball, presi- 
ing League; 


Trade. 
entertainment in- 
cluded these acts: Wells and the 
Four Fays; Paul Dolan; Herb and 
Betty Warner; Lou Seiler, and the 
Alexanders. 

Club President Herbert L. 
Thomae was unable to be present 


After-dinner 


because of serious illness of one of 


his Sons. 


Ansco Cancels Fair Trade. 
Voids All Present Agreements 


Ansco has removed its  photo- 
graphic products from fair trade, 
and has cancelled all fair trade 
agreements which 
effect. 

The move, starting Jan. 15, was 
made “because of the repudiation 
of fair trade by a growing number 


have been in 


of states, and as the result of a 
recent Supreme Court decision.” 











WELL TURNED OUT: Tuxedoed club members and guests prepare to dine at their traditional yearly social. 


JBT Elects New Directors, 
Reports Own Business Healthy 


The Jewelers Board of Trade 
elected 10 new directors and gave 
itself a clean bill of business 
health at its 74th annual meeting 
Jan. 24 in Providence. 

Outgoing President William E 
Smith reported that JBT 


ues in sound business health and 


“contin- 


is functioning well,” said that al- 
most no memberships were lost 
last vear. 

Secretary Vincent F. 
noted that 70,208 inquiries were 
received from members in 1957 
(277 daily). He reviewed the ac- 
tivities of the departments. 

New directors are: Harold AIl- 
berts of 1. Alberts’ Sons, Inc., Bos- 
ton: Edgar E. Baker of W. RK 
Cobb Co., Ine., Providence; An- 
velo Del Sesto of Van Dell Corp. 
Providence; Edgar M. Docherty 
of Budlong, Docherty & Arm- 
strong, Inc., Providence; Wallace 
W. Harwood of Schless-Harwood 
Co., Inec., New York: Fred J. Her- 
tel of Elgin National Watch Co., 
Inc., Elgin, Ill.; Arthur 
of Poole Silver Co., Inc., Taunton, 
Mass.; William E. Lingard of Fin- 
berg Manufacturing Co., Inc., At- 
tleboro, Mass.; George L. Stringe) 
of International Silver Co., 
Meriden, Conn., and Raymond R. 
Sturdy of Cheever, Tweedy & Co., 
Inc., North Attleboro, Mass. 


Chapman 


Kaplan 


Inc.. 





Congress Proposes Tax Cuts 
To Help Small Business; 
Excise Tax Repeal Unlikely 


The state of the nation’s busi- 
ness, not its military preparedness, 
will be the big issue in November’s 
Congressional elections, both par- 
ties are fast concluding. 

Sen. Paul (D.-I[]l.) is 
calling for a $4.4 billion tax relief 
personal in- 


Douglas 
program, including 
come tax cuts and a long list of ex- 
cise tax reductions. Senator Doug- 
las did not, however, seek to end 
the jewelry tax, though he wanted 
relief for TV sets, toilet prepara- 
tions, handbags and wallets, foun- 
tain and ball-point pens, luggage, 
playing cards, and other items now 
taxed. 

Bernard Burnstine of the Jewel- 
ry Industry Tax Committee in 
Washington won't try to have 
jewelry included in Douglas’ pro- 
posal. There’s too slim a chance for 
any excise tax reduction this year, 
Burnstine personal income 
tax cuts are more likely because 
they would be more attractive to 
voters. 


feels: 


E. W. Reynolds Creates New 
National Promotion Policy 


Contrary to some initial impres- 
sions, the 70-year-old Los Angeles- 
jewelry firm of 
KE. W. Reynolds Co. is not contract- 


based wholesale 


ing its operations—though a radical 
departure has been made in policy 
and planning. 

With consolidation of the San 
Francisco division with the home 
office division, territory of the 
Phoenix division has been expanded 
to include California’s two south- 
ernmost counties and the states of 
Nevada and New Mexico, as well 
as Arizona. Salesmen who have been 
territories from 
Los Angeles—Tom Dayton, Bud 
Carlston and Nat Buffington 


been transferred to Phoenix. 


servicing these 


| 
nave 


At Phoenix, under the direction 
of Manager Jack Beggs, all tradi 
tional lines of merchandise are be 
Angeles, 
however, all lines have been dis- 


ing continued. At Los 


continued except diamond and stone 


rings and watches, which have been 
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stepped up considerably. 
Experimentally, 
vear, mailers, ad mats, catalogs and 


over the past 
related materials have been pro- 
duced and tested by retailers with 
excellent results in adding volume 
in diamond and stone rings and 
watches. The result has been crea- 
tion of a full-scale promotion de- 
Angeles under 
Resnick, which 


partment in Los 
direction of Jack 
will supply packaged promotions to 
one retailer in each area, on a 
national basis. 

The retail jeweler offers advan- 
tages which the discount house can’t 
match, said a letter to the trade, 
including service, dignity, and as- 
surance of quality. “The problem 
is how to get your prospective cus- 
tomer into your store so that you 
can acquaint him with these advan- 
the letter continued. “‘The 
promotion, 


tages,” 
answer is. large-scale 
heretofore not available to the 
average retail jeweler because of 
its high cost.’’ Reynolds merchan- 
dise promotions, it was noted, can- 
not be showcased by the discount 


house. 


Five Famous Women Will 
View Diamond Award Designs 
The selection committee for this 
vear’s Diamonds-International] 
Awards these well- 
known women: 
Mrs. Gary Cooper, wife of the 


consists” of 


motion picture actor; Mrs. George 
C. McGhee of Dallas, whose hus- 
band was ambassador to Turkey; 
Mrs. Perle Mesta, Washington’s 
“hostess with the mostes’” and 
former ambassador to 
bourg; Mrs. Walter Paepcke of 
Chicago, wife of the president of 
the Container Corporation of Amer- 


Luxem- 


ica (she and her husband partici- 
pate in many cultural and artistic 
activities) and Eugenia Sheppard, 
fashion editor of the New York 
He vald-Tribune : 

Original 
at least 60 per cent of the 


designs for women’s 
jewelry 
value of the materials to be in dia- 
monds—may be submitted to N. W. 
Aver & Son, Inc., 30 Rockefelle 
Plaza, New York, by May 5. The 
Aver company will mark a number 
on each design and the source of 
the design will not be known to the 
committee until after the selections 
have been made (May 26 When 


one or more of his sketches are 
accepted, a designer must deliver 
at least one finished piece to Ayer’s 
before Aug. 5. Awards will be pre- 
sented at a luncheon for the fash- 
ion press on Sept. 30. 


WATCH WITH A PAST: Actor 
Ralph Bellamy compares his 
own Longines Wittnauer watch 
with a replica of one worn by 
Franklin Delano Roosevelt. 
Bellamy portrays F. D. R. as a 
young man stricken with polio 
in the new play “Sunrise at 
Campobello,” which had _ its 
New York debut at the Cort 
Theater. Entire cast of the play 
wears authentic watch styles of 
the early °20’s, which were fur- 
nished by Longines. 


Max Jacoby Tours Europe 
To Research Watch Fashions 

Max Jacoby, president of Jacoby- 
Bender, Inc., Woodside, N. Y., one 
of the best-traveled men in the 
jewelry industry, left by plane 
(Feb. 16) for a 7-week trip to 
Europe to research current watch 
fashion trends. 

First stop was Geneva for talks 
with J. Dudelezik & Co., J-B’s 
Switzerland distributor. Other 
tour stops: Turkey, Greece, 
Austria, West Germany and Spain. 
Mr. Jacoby’s findings will influ- 
ence future J-B watchband styles. 


Israel, 


HHe will also investigate new for- 
eign markets for “Champion” 
J-B’s 


(already sold 1 6% 


watchbands, export brand 


name coun- 
tries, accounting for $1] 
plus annual business). 

In Vienna, Mr. 


visit Johann Keberle LO: 


Jacoby 
newly - 
appointed J-B- distributor for 


Austria. 








JIG Sets Up Review Board 
To Evaluate 1958 Programs: 
Reelects Jaccard Chairman 


A central committee has been set 
up by the Jewelry Industry Coun- 
cil to reevaluate its programs for 
gift-giving occasions. ; 

Idea for such a review was pre- 
sented at the Council’s annual 
meeting Jan. 21 in New York by 
Walter B. Jaccard of Jaccard Jew- 
elry Corp., Kansas City, Mo., who 
was re-elected to a third term as 
JIC chairman. 

Jaccard said that the industry 
had already made many 
ments to the overall business situ- 
ation. 


adjust- 


It has shown a “willingness 
to work harder, to use again some 
of the forgotten selling tools of 
other years, and to put a little 
more imagination into the job.” 
He noted an increased desire by 
retailers for ideas and suggestions 
from the Council. 

A report by Council President 
Albert E. 
newly-organized Fashion Coordina- 
tion Institute in creating public- 
ity for women’s jewelry. 

Results of the 1957 “Operation 
Cherub” were reported by Gordon 
Howard of Elgin National Watch 
Co. He said that more jewelers 


Haase stressed. the 


used more newspaper advertising 
space during the 57 campaign than 
in the previous two. However there 
were fewer national advertisers in 
a special section of Look magazine. 

Reelected as Council treasurer 
and secretary, respectively, were: 
Walter L. Kahn of Kahn-Jacobson, 
Inc., New York, and William E. 
Smith of Irons & 
Providence. The 


Russell Co., 
board also an- 


nounced these new directors: Car- 
roll Seghers of Coral Gables, Fla., 
and George J. Sloan of 
Okla., both to the retailer division; 
and R. J. Gunder of Hamilton 
Watch Co., to the supplier division. 
review the 1958 
Gordon Howard, 
Waters Schwab; D. 
Kind, Jr.; 
Kenneth I. 


Tulsa, 


Appointed to 
program 
chairman: W. 


were: 
EK. Sanderson; Oscar 
S. R. Blickman; and 
Van Cott. 

The executive committee of the 
Council’s board of directors now 
consists of: 

Retailers: Walter 
Mver B. Barr, Harry R. Gerber, 
Cecil D. Kaufmann, Oscar Kind, 
Jr., Victor A. Lambert, and Victor 
Paul. 


Suppliers: 


B. Jaceard, 


Hetzel, 
Kruss- 
man, Craig D. Munson, Gustav H. 
Niemeyer, D. E. 
Waters 
Shiman. 


James H. 
Gordon Howard, Louis F. 


Sanderson, W. 


Schwab, and Leonard 


Bulova Fetes Long-Time 
Employees at Annual Dinner 


More than 2000 Bulova Watch 
Co. employees gathered at the 
Waldorf-Astoria Hotel in New 
York Jan. 11 to pay tribute to 
their associates with ten or more 
vears’ service to the firm. 

President John UH. 
greeted the new members of the 
25, 20, 15 and 10 Year Clubs, and 
cited their help in making the 
“83rd birthday of the company a 
milestone in progress.” 

Board Chairman Arde 
appreciation for 


Ballard 


Bulova 
also expressed 
the employees’ contributions to 
the firm’s success. 

Ballard presented these awards: 





PATINA: An engraved Hamilton watch was bestowed upon each of these 2 
Oneida Silversmiths employees at a steak dinner Jan. 22 at Kenwood, N. Y. 


2 


Each completed 40 vears of service to the firm in 1957. 


$500 savings bonds to 25 Year 
Club initiates; $400 savings bonds 
and diamond service pins to 20 
Year Club emplovees; $100 bonds 
and gold service pins to 15 Year 
Club initiates: and engraved gold 


Bulova watches and silver pins 

to 10 Year Club employees. 
Entertainment featured bud 

suddy Hackett and Steve 


Mark Tower's orches- 


Collyer, 
Lawrence. 
tra played for dancing, and pro- 
vided dinner music. 





AMBASSADOR OF DIAMONDS: 
Metropolitan Opera Star Rise Stevens 
models $1.5 million in diamonds, after 
being selected by the Diamond Manu- 
facturers & Importers Association of 
America as 1958 ““Ambassador of Dia- 
monds.” 


SPIRIT AT 76: Man in the middle, 
76-year-old Albert E. Samuels, who 
first opened his door in San Francisco 
right after the great earthquake, re- 
ceives a plaque commemorating his 
50th anniversary of business from 
senior employee Irene McCarthy. His 
son looks on. Maintaining his life 
long busy schedule, Samuels still sorts 
and grades thousands of diamonds 
yearly, golfs with uncanny fervor, in- 
vents instruments to aid in grading 
and measuring diamond quality. 





Hamilton Announces Winners 
Of Style Preference Contest 


WINNER: Mrs. Dorothy Goodman of 
Madison Heights, Va., receives first- 
prize $5,000 watch from Richard Kunz 
of Kunz Jewelers in Lynchburg, Va. 
(left), through whose store she en- 
tered contest. Hamilton salesman 
Roland Siskind looks on. 


More than 1400 prize watches 
were awarded jewelry store cus- 
Hamilton Watch Co’s. 
recently - completed 


“$100,000 Stvle 


tomers in 
three - month 
Preference Con- 
test 

Grand winner was Mrs. Dorothy 
Goodman of Madison Heights, Va., 
who entered through Kunz Jewel- 
ers of Lynchburg, Va. Her prize: 
Hamilton’s $5,000 Saturnalia a 
pendant watch set with 205 dia- 
monds (a Diamonds U. S. A. win- 
ner). 

Every state in the nation boasted 
entrants in the contest; 854 jew- 
elers participated. Contest re- 
quired entrants to express prefer- 
ences in style features of Hamilton 
watches, and to name ai specific 
model they would like to own. 

Four other top prizes, including 
two $1,500 second-prize diamond 
watches and two $750 third-prize 
went to these 
(with names of jewelers through 


watches, persons 
which they entered contest): Mrs. 
Edward Shultz of Belmont, Mass. 
T. W. Anderson Jeweler, Auburn- 
dale, Mass.) and Leonard P. War- 
Alexandria, Va. (C. A. 
Schnack Jewelry Co., Alexandria), 
both second 


ren of 


prize-winners; and 
Gurvis Burns of Thomaston, Ga. 
(Wheeless Jewelry Co., Thomas- 
ton) and Thomas J. Norton of 
Baldwin, N. Y. (William Barth- 
man Jeweler, New York), third 
prize-winners. 
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The contest has been voted the 
“outstanding sales promotion cam- 
paign of 1957” by the League of 
Advertising Agencies, Inc. Award 
Was presented at the League’s 
annual dinner Jan. 31 in New 


York. 


Reed & Barton Names Winners 
In Window Display Contest 

A $440 sterling tea service in 
Rose Cascade has been awarded 
to W. C 
a 


& Barton’s window display con- 


. Cornell Co. of Newburgh, 
first-prize winner in Reed 


test held to introduce Rose Cascade 
sterling flatware. 

A 16-piece Rose Cascade starter 
set went to second-prize winner 
Taylor Bros. of Corpus Christi. 
Phoenix, 
Ariz., won the third-prize Francis 


Tex. Rosenzweig’s of 


First sterling centerpiece. 


Swiss Watchmakers Promote 
Watch Inspection Time Ads 
suilding customer confidence in 
the jeweler-watchmaker and help- 
ing boost his reputation are the 
aims of seven newspaper mat ads 
offered 
Watchmakers of Switzerland. 
The mats, which promote the 
Mar. 10-22 Watch Inspection Time 
watchmakers’ 
skill. 


are in various sizes and are avail- 


being jewelers by The 


stress 


program, 
professionalism and They 
able without charge to participat- 
ing stores. 

One mat says: ““Time to let our 
watchmaker inspect 
Another head- 
“Time to put vour 


professional 
your watch free.” 
line reads: 
watch in the expert hands of our 
professional watchmaker.” 

All are illustrated, 
for store name insertion. 


have place 


Bulova School of Watchmaking Graduates 16 Jewelers 
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POMP AND CIRCUMSTANCE: Graduates of the Bulova School pose 


for class picture after two weeks of intensive study and training. 


The 18th jewelry store manage- 
ment and merchandising course 
conducted semi-annually by the 
Joseph Bulova School of Watch- 
making and New York Univer- 
sity’s School of Retailing grad- 
uated 16 jewelers, Jan. 24. 

Trainees studied under eight 
NYU professors and 36 promt- 
nent jewelry retailers for two 
weeks. Graduates are, left to 
right: 

Back row—Robert Young of 
Carrollton, Ga.; Thomas C. Jor- 
dan of Smithfield, N. C.; John 
(. Thomas of Clinton, S. C.; 
A. [an Tower of Bathurst, 


N. C.; J. M. Cook of Wayland, 
Mich., and George R. Finley, 
Jr., of Compton, Cal. 

Middle row—Clifford J. Isroff 
of Akron, Ohio; Barry D. Barr 
of Norfolk, Va.; Stuart J. 
Michaels of Trenton, N. J.; 
William Green of Easton, Pa., 
and Stanley B. Kahn of Pine 
Bluff, Ark. 

Front row—Z. Witt of Havre 
de Grace, Md.; W.S. Lavery of 
Ontario, Canada; Herbert Se- 
rota of San Antonio, Tex.; How- 
ard Greenbaum of Baltimore, 
and Richard S. Paul of Newark, 














Jeweler Finalists Chosen 
In Brand Names Competition 


Among the 586 merchants se- 
lected to vie for top national re- 
tailing honors in the Brand Names 


+* 


Foundation’s Retailer - of - the - 
Year” competition are 18 jewelry 
stores, 

The finalists, located in 12 states, 
include S. A. Mever Co. of Wash- 
ington, Pa., which won a certificate 
of distinction in three recent com- 
petitions, and Finks Jewelers, Inc., 
of Roanoke, Va., a runner-up for 
1956 honors. 

Other finalists in the 1957 con- 
test: Baranov’s, Inc., of San Diego: 
Jacobs Jewelers Inc., of Jackson- 
ville, Fla.; M. J. 
paign, IIl.; 
ville, Ill.; 
Mass.; 
J.; Tappins, 


Reed of Cham- 
Fred Frame of Dan- 
Lavoie’s of Fall River, 
Al Skulnick of Camden, N. 
Inc., of Newark; 
Worley’s Fine Jewelry of Alamo 
gordo, N. M.; Berman Jewelers of 
Wilmington, N. C.: Leibfath 
Ashland, Ohio; Roy 
Bowling Ohio; 
Skeies Jewelry Kugene, 
Ore.; Cooper’s Inc., of Portsmouth, 
Va.; Perel & Lowenstein, Inc., of 
Memphis, Tenn.; N. C.. Hall 
Jewelry Co. of Fort Worth; and 
Corrigan, Inc. of Houston. 
Winners will be selected in New 
York Mar. 5-7 on the basis of 1957 
advertising, 


Jewelry of 
Klever of Green, 


Store of 


sales training and 
other brand promotional activities. 
Five major awards will be given 
in 25 classifications. 

Awards will be presented April 
16 at the Waldorf-Astoria in New 
York. This affair will climax the 
1958 National Brand Names Week 
(April 13-20). 


Bill Would Defer Income Taxes 
On Personal Retirement Funds 
A new drive is building up to get 
Congress to defer income taxes on 
funds placed in retirement pro- 
grams by self-employed persons. 

Owners of unincorporated firms, 
salesmen, and_ similar’ persons 
would be included in the legislation 
(H.R. 9 and 10, sponsored by Reps. 
Jenkins and Keogh). 

The bills would extend the same 
tvpe of tax deferment now granted 
to funds placed in corporate retire- 
ment systems to persons who have 


to set up their own retirement 
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programs. Tax would be paid after 


retirement, when income’ would 
probably not be as high as when 
the money were earned. 

The legislation has been before 
Congress for some vears, but has 
never gotten very far. The U. S. 
Treasury Department is reportedly 
still against the proposal because 


of the revenue loss it would cause. 


Mamie, Ted Williams Wish 
Boston Jeweler Happy 93rd 
The oldest living member of the 
Boston Jewelers Club celebrated his 
93rd 


gratulations 


birthday Jan. 31 with con- 


from the nation’s 
First Lady, an autographed picture 
from baseball star Ted Williams, 
and other gifts. 

Kugene Sanger rang in his 93rd 
at a gala birthday dinner in his 
Hotel Touraine suite in Boston. He 
is founder of Sanger & Co 
Jewelers. 


LAUNCHING THE SEASHARK: The 
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FOR MEMBERS ONLY: Gruen 
Watch Co. President Edward H. 
Weitzen explains the goal of the 
firm’s new International (Guild of 
Fine Jewelers to salesmen at their 
84th annual sales meeting in Cinn- 
cinnati. Guild was formed to protect 
jewelers’ sales of Gruen products and 
to build faster turnover. Only Gruen 
(,uild members (see symbol in photo) 
will be offered the new Guild watch 
series. President Weitzen points to 
a painting of the firm’s plant in 
Bienne, Switzerland, during his ad- 
dress. 





sales staff of Lucien Piccard Watch 


Corp. winds up two days of advertising and merchandising plan-making in New 
York with a portrait. Major new introduction to Piccard’s line of men’s auto- 
matic wristwatches is the ‘Seashark’, unveiled at the regional sales meeting. 
Also discussed: more promotion for the firm’s line of palladium jewelry. 
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TALK GENUINE: A program to improve the watchmaker’s reputation and 
status and to stimulate the watch repair business was initiated at the recent 
conclave of the Watch Material Distributors Association of America in New 
York. Program aim: to persuade the public to have regular watch check-ups 
from watch repairers who use genuine parts. WMDAA is urging watchmakers 
to “talk genuine” to customers, to use the Official Catalog of Genuine Watch 
Parts as a selling tool. National promotion is planned. 
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WATERPROOF, NEW, IS WYLER WOO: Wyler Watch Co.'s sales pitch for 
1958 includes more waterproof models, more new designs in men’s and ladies’ 
self-winding models. Salesmen and firm executives pictured saw a preview of 
the innovations at the firm’s recent annual sales meeting in New York. Execu- 
tives seated, from left, are: Sam Bitkower, Tom McCready, Jack McCready, 
Alfred Wyler, Paul Wyler, Walter McCready and Frank Teagarden. 





LAURELS FOR LAURIE: 

Beauteous Laurie Mathews is 

crowned “Queen of Diamonds” 

by equally-beauteous Bess My- 

erson, famous former “Miss 

America.” Miss Mathews was 

elected by votes cast all over the 

country in Feature Ring Co.’s 

annual traffic-creating contest, | 

customer prizes for which in- STRATEGY: How to light more cigarettes this year was the three-day topic 
cluded trips to Cuba, Bermuda of discussion at Zippo Manufacturing Co’s. recent national sales conference. All 
Florida. Miss Myerson is of Zippo’s district managers and aides in the U. S. and Canada heard vice- 
president Howard Yates outline the sales program for ‘58. Advertising plans 
were presented by Zippo’s agency. Meeting was held at Zippo’s Bradford, Pa., 
offices. 


and 
star of TV’s “The Big Pavoff.” 


ee 
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INDUSTRIAL PEACE: Amicable relations with labor Outlook.’ New officers for 1958 are: Ben Ross, president; 
“second to none in the country” were enjoyed in 1957 by J. Harold Kushner, first vice-president; Bernard Chalson, 
Associate Jewelers, Inc., New York area gold and plat- second vice-president; Elliott Wasley, secretary; and 
inum jewelry makers, it was reported at the group’s an- Louis Flyer, treasurer. Directors are: Julian Baden, Moe D. 
nual meeting Jan. 23. Their long-time record: not one Fishman, Ned Hyman, Jacques Japka, Alvin Orgel, Her- 
man-hour lost due to labor-management strife in the last man Ostrin, Henry Peterson, David Sarkin, Philip Skalet 
23 years. Meeting speakers were Henry Peterson, Feature and Alan Tenen. Seventy-one members attended the affair 
Ring Co. president, and Sam Mintz, publisher of “Jewelers at the Warwick Hotel. 
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INCREASING THE BUDGET: Promoting sales of the Centenaire and Golden 
Heart models with more publicity dollars is the 1958 aim of these salesmen 

, and executives of Eterna Watch Co., pictured at their annual sales meeting in 
New York. They are, from left: (front row) John R. Wismer, Emilio B. Knechtle, 
Dr. A. M. Schutz, and Charles A. Neher, all executives. Salesmen, standing, 
are: N. Dave Olson, Henry Holderness, W. J. McKenzie, Paul O. Hersey, 
Harris Burrow, Fred H. Swenson and W. K. Burgess. 
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Polishing and lacquer- 





x SS_sing problems get special 
WATCHING THE WATCHMAKER: Elgin National Watch Co’s. western field NN | 
men observe a watchmaker in action during a factory tour at a recent general \ attention at Micro Plating. 
sales conference. Tour guide is Elgin’s marketing vice-president S. D. Moorman \ 

(far right). Observers are, from left: Carl M. Sherr, Don Adkins, Patrick J. 
Talty, W. E. Koch, S. G. Pliner, Edwin C. Gunderson, Wilbur E. Reeves, Donald 
L. Church, R. A. Lehman and Lester Grimes. Adkins, Gunderson and Lehman 
are from the home office. 


Our special department, 
devoted to these opera- 


tions, has solved many 





unique problems in the 
past. 


You can use our exper- 
ience in this area to make 
your plating better, faster, 


and more economical. 









Our representative will © 
be glad to stop in, discuss \ 
your product, and give 


you an accurate estimate. SX 
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THE LONG SILVER LINE: Some 50 of International Silver Co’s. direct re- 
tail sales representatives meet for the first time at the firm’s new adminis- 
tration building in Meriden, Conn. The group, which sells direct to retail 
markets, discussed selling and advertising plans for the first six months of 
1958 at this semi-annual sales meeting. International’s wholesaler representa- 
tives met in Meriden Jan. 3. 
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CLIP or PILC OG, 


Artcarved PVP 


THE MOST CONVINCING PROOF OF DIAMOND VALUE 


nr Penne 





Look at your fine jewelry pieces from the 
front or the back and they wil! reflect the 
same high quality of design and workman- 
ship if they are equipped with ‘‘'EBERTIN’ 
clip backs. “EBERTIN'' clip backs. ear clips 
and combination clips are hand-made but 
available in a number of stock sizes in 14K 
or I8K yeilow or white gold. Write for de- 
scriptive catalog showing the entire line. 
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GREAT EXPECTATIONS: An optimistic sales forecast by President W. 
Waters Schwab keynoted the recent national sales conference of J. R. Wood 
& Sons’ Artcarved division in New York. Plans were laid for an increased 
1958 advertising budget, to continue the sales growth record of the past year. 





EBERTIN 
BACKS 


are made only by 
GEORGES EBERTIN > on 
562 FIFTH AVE. ¢ N. Y. 36, N. Y. ay ES; 
CIRCLE 7-2610 ll = (ms = : 4 
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FOR THE BATTLE: Plans which will “help the jeweler in the battle for the 


cousumer dollar” were outlined by salesmen and executives of David Sarkin, 


Dy A ivi O Ni > BS Inc., at their recent annual sales meeting in New York. More dealer aids for 


Sarkin’s Tru-So and Kim-Lock rings were scheduled. 




















Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 
10 W. 47 St., N.Y. 36. NLY. 
Circle 6-0677 














NYE’S “ce” OILS 


The BEST for 
Watches and Clocks 
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WILLIAM F. NYE, INC. FLYING DUTCH, MAN: Territory managers for Keepsake diamond rings 

pause during recent A. H. Pond Co. sales meeting to check over newspaper 

Refiners of Porpoise Jaw oil mats available to Keepsake dealers for promoting the Sweepstakes contest this 

since 1844 | spring. With “Miss KLM” (she represents Royal Dutch Airlines, which will fly 

Sweepstakes prize winners to Europe) are, from left: Alex Kopstein, Fred 

New Bedford cktee | Meinen, Al Morse and Roy Gould. In addition to the customer prizes, four 
Keepsake dealers and companions will win 17-day trips to Europe. 








EAST 


es Three regional meetings have been 
sponsored by the Consolidated Re- 
tail Jewelers of New York and New 
Jersey to acquaint retailers with the 
new organization. First was held in 
Brooklyn Jan. 29, with some 60 jew- 
attending. Next meeting was 
held at the Forest Hill Inn on Long 
Island Feb. 12. Third meeting took 
place Feb. 25 at the Sheraton-Astor 
Hotel in New York. All three meet- 
ings saw the Watchmakers of Switz- 
erland’s film strip. 

es Louis Cutler, veteran of 47 years 
as a Maiden Lane jeweler, has re- 
tired from Louis & Max Cutler, 
wholesale jobber. He is a past presi- 
dent of the Maiden Lane Outing Club. 
# The Philadelphia Jewelers Associa- 
tion has re-elected Myer B. Barr of 
Barr’s Jewelers & Silversmiths its 
president for 1958. The association, 
which includes jewelry stores in the 
Delaware Valley area, also elected 
Francis Haggerty, vice - president; 
George Lyons, secretary; and Samuel 
Kind, treasurer. The Watchmakers of 
Switzerland’s film strip was shown. 
Plans are being made for the annual 
outing at White Manor Country Club. 
e Klausner’s Jewelers of 428 Knick- 
erbocker Ave., Brooklyn, is celebrat- 
ing its 50th anniversary of business 
on the same street. 

a Gemex Corp. recently honored 22 
employees for ten or more years of 
service. Twenty-five year awards 
went to Genevieve Holzwarth, Erna 
Kiefer and Herman Linder. Twenty- 
year awards were won by Lena Meid- 
lein and Anna Rossman. 

# Cocktails and refreshments pre- 
ceded the first business meeting of 
the Cultured Pear] Association of 
America, Ine., at the Commodore 
Hotel in New York on Feb. 6. Most 
of the 27 charter members attended. 


} 
eiers 


They exchanged greetings by mail 
with the Japanese Cultured Pearl 


Exporters Association and authorized 
President Joseph D’Elia of B. D’Elia 
& Son to appoint a committee to 
study advertising and promotional 
ideas and report back to the mem- 
bership. Another 18 firms, it was 
stated, are eligible to join the im- 
porters’ group. 

ws Elected at the annual meeting in 
February of Fred J. Cooper Co. in 
Philadelphia were: Douglas Cooper, 
president; Elaine Cooper, vice-presi- 
dent and secretary; and Theodore E. 
Cooper, treasurer. 

es FE. F. Page Co. of 562 Fifth Ave., 
New York, is now the exclusive dis- 
tributing agency for Van Dell Corp. 
(Providence) products, within a 50- 
mile radius of Manhattan. 
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es The Horological Society of New 
York has elected the following new 
officers for 1958: Felix Klein, presi- 
dent; Ralph Kalichman, vice-presi- 
dent; Ben Matz, executive secretary; 
Morris Bernstein, financial secretary; 
Frank Knoll, treasurer; David Pro- 
tas, trustee; and Lyman King, re- 
cording secreta”y. 

es William Weinstock, owner of 
Winco Sales Corp. in New York, has 
purchased J. W. Johnson, Inc., New 
York wholesale distributor. New 
firm name is J. W. Johnson-Winco 
Corp. Weinstock is president, Albert 
Colton, vice-president, and Frederick 
L. Kuhne, secretary-treasurer. Ex- 
ecutive offices will be at 624 W. 28th 
St. On or about April 1, a four-story 
air-conditioned showroom will be op- 
erative. 

es The New York Jewelers Benevolent 
Association held its 70th anniversary 
on Feb. 15 at the Park Terrace Ball- 
room, Bronx, N. Y. 

e The Maiden Lane Outing Club of 
New York held its 34th annual Winter 
Affair on Feb. 13 at the White Turkey 
Restaurant, New York. Members of 
the committee were: Al Betz, Bob 


Paul, Milton Weiss, Samuel Cohen, 
William Goldfarb, Milton Jugrou, 


Dave Levy, Al Waldon, Mack Morton, 
Frank Peterson, Albert Altesman, 
acting president, and Joseph H. Frier, 
Jr., secretary-treasurer. 

= Complete Rings, Inc., 66 Nassau 
St., New York, has purchased the 
Arthur J. Cooperman firm, also of 
New York. Mr. Cooperman has retired 
to devote his time to the novelty field. 
s The annual beefsteak dinner of the 
24 Karat Club of the City of New 
York will be held April 16 at the 
New York Athletic Club, it has been 
announced by Carl Van Dan, chair- 
man of the committee. 

= Talner Jewelers has opened another 
store at East Post Rd. and S. Broad- 
ray, White Plains, N. Y. 

= Herman Ostrin, immediate past 
president of the Golden Circle Club of 
New York, was presented a silver 
tray for his services to the organiza- 
tion at a meeting Jan. 20. Bob Gasser, 
who has resigned as head of watch 
production for Benrus Watch Co. and 
who will make his home in Switzer- 
land, was given an engraved bon bon 
dish. New officers of the club are: 
Louis Waldman, president; George 
Kramer, vice president; Carl Avner, 
treasurer; Seymour Reich, secretary; 
Joseph H. Frier, Jr., financial secre- 
tary; Edward Coyne, sergeant-at- 
arms. Directors are: Jerome Binder, 
Julian Holtzer, Murray Latin, Her- 
man QOstrin, Harry Rodman, Marce 
Stein and Frank Yablon. 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 


















































Precious Stones 
LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 


Semi-Precious Stones 
Memo Selection Sent Promptly 


Allan Caplan 
580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plaza 7-1560 

















TOP W@W maT 
CHARMS 


Seld only direet to Retaliers 
WELLS MFG. CO. ATTLEBORO, MASS. 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 


Drilling, 
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ond as fresh 

as Spring 
Sparkling Certified Wedding 
Rings of 14K gold designed 


to sell on sight. Coming 
your way soon from: 


CERTIFIED METALS Co. 


3 et oe 
: 119 Edison Pl., Newark2, N.J. 
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ASH 


YOU NEED 
IT. 


Write Us Tl aday 


JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St.. N.Y. 22, WY. 
PL 4-1177 
LEWIS R. EISNER, V.P. 
IN CHARGE OF 


FOR ANY 
PHASE OF YOUR 
BUSINESS — 
ASK ABOUT OUR 


BALANCED FINANCING 
PROGRAM! 








DIAMOND 
RINGS 


373 WASHINGTON ST., BOSTON 8, MASS. 


Divisior of Lovis F. Guines Inc 








_ Manufacturers FINE POCKET KNIVES 


<a 
Leather 
Accessories 


THE JEWELRY & CUTLERY NOVELTY CO. 
North Attleboro @e Massachuestts 
Through Leading Wholesalers 


poral 








e NEW HOME 
JEWELRY DISPLAY IDEAS 


¢ WINDOW and SHOW CASE TRIMS : | 

* WINDOW and INTERIOR DISPLAYS 

© STORE FIXTURES © LOW, LOW PRICES 
Now Centrally Located At... 


" > 150 West 46th St., 
| oe need in. N.Y. 36, Cl 5-3232 





NEW 


es Some 60 members from the Boston 
Jewelers’ Club. Diamond Peacock 
Club, 30 Club, and Elgin National 


Watch Co., held a testimonial dinner 


Jan. 31 in honor of William Selberg, 
who retired from Elgin Jan. 1. His 
friends presented Bill a symphonic 
hi-fi set, luggage and an inscribed 
book of the party-givers’ names. Sel- 
berg began Feb. 1 as New England 
representative for two Providence 
firms, Dolan & Bullock Co. and Otis 
Co. 

s Officers and directors of the Dia- 
mond Peacock Club met Feb. 1 at 
the Hotel Statler in Boston to com- 
plete plans for the annual dinner- 
dance Apr. 26 at the Hotel Somerset. 
es The annual convention and dinner 
of the Massachusetts-Rhode Island 
RJA is scheduled for Apr. 17 at the 
University Club in Officers 
and directors drew up final plans Feb. 
l at a meeting at the Hotel Statler. 
#® Shreve, Crump & Low and I. Al- 
berts Sons are in a dead heat for 
first place honors in the Boston Jewel- 
ers’ Bowling League. The  prize- 
awarding dinner will be Apr. 26 at 
the Hampshire House in Boston. 

# Laboratory study of corundum oc- 
cupled members of the New England 
Guild of the American Gem Society, 
meeting Feb. 20 at the Hotel Com- 
mander. Next meeting will be March 
15. 

es Officers of the New Hampshire 
RJA have scheduled the annual con- 
vention this year for June 29-30 at 
Wentworth-by-the-Sea. At their last 
meeting the group heard Al Levine 
of The Watchmakers of Switzerland 
narrate a film strip on the “Watch 
Market Today.” 

e The member of the Horological 
Society of Massachusetts who signs 
up the most new members between 
Jan. 1 and June 1 will win a $59.95 
Bulova material cabinet, membership 
chairman John Alden said. At the 
last society meeting, held at the Wal- 
tham factory, Jean Pierre Savary of 
The Watchmakers of Switzerland, ex- 
plained the findings of that organi- 
zation’s recent watch survey. 

s JD. C. Percival & Co., Inc., of Bos- 
ton, closed its doors Feb. 1. Show- 
cases, cabinets and fixtures were sold. 
The entire diamond stock was sold 
to the highest bidder, Gordon Bros. 
of Boston. Gordon also bought all 
unsold jewelry stock. 

s Former D. C. Percival & Co. as- 
sociates Pryor W. Percival and Mrs. 
E. Percival, have opened their own 
store, Percival & Co., in Room 702, 
Washington Building. They will spe- 


3oston. 


ENGLAN 


cialize in watch and jewelry 1} 
diamonds, silver and watches. 

a Five employees of the just-cl osead 
D. C. Percival & Co. have joined I. 
Alberts Sons, Inc., in the Jewelers 
Building, Boston. They are: Anne 
Horton, diamond department; Ernie 
Noring, Bill Rushton and Rose Marie 
Eckebrecht, jewelry department; and 
Paul Nuthall, silver and clocks. 

s J.J. Driscoll, jeweler of Lexingt 
Mass., 
location. 

e John Berry of 


has moved to a new downtown 


Mass.. has 


across the street 


Peabody, 
opened a new store 
from his old location. 

e Brown Bros. of Dorchester, 
has been renovated. 

es Ray Kinney, jeweler of Haverhill, 
Mass., has renovated his store. 

e Former Boston jeweler Ray Jone: 


Mass., 


is now manager of the watch depart 
ment for Filene’s department store 
in the Peabody, Mass., Shopping Cen- 
ter. 

s Jack Kazangian has opened : 
branch store of Star Market Jewelers 
in the Porter Square Shopping Cen- 
ter, Cambridge, Mass. 

es Owner Herman Hirsch has closed 
the Portland, Me., branch of Paul’s 
Jewelry, Ine. Branches remain in 
Biddeford, Me., and Dover, N. H. 

e Briggs, Bates & 
manufacturer of Attleboro, 


Bacon, jewelry 
Mass., 
was put up for auction Feb. 7. 

s G. W. Stuart & Co. in Concord, 
N. H., closed Feb. 1. 
Stuart has retired. 

es Albert “Pic” Piccolomini has open- 
ed the Pic Jewelry Co. in Room 702A, 
Washington Building, Boston. He will 
handle jewelry, watches and silver- 
ware. 

s Joseph Gann of Joseph Gann Co., 
Inc., 404-407 Washington Building in 
Boston, has been named jewelry dl- 
vision chairman of the 
ning Clinic in its annual 
es Ella Mellen, personnel manager 
and 47-year employee for Thomas 
Long & Co., Inc., retired Jan. 31. 
Members of the Thomas Long Em- 
ployees’ Association gave her a watch 
and a money bouquet, at a farewell 
dinner. 

e# Irons & Russell Co., Inc., 
manufacturer in Providence, R. I., has 
purchased the J. J. White Mfg. Co.’s 
line of crosses, together with tools, 
dies and inventory. Distribution will 
continue through the same outlets. 
George Ohlhausen will cover the Mid- 
dle and Southwest, Philip Naftaly & 
Sons will cover the Pacific Coast, and 
regular Irons & Russell representa- 
tives will handle other territories. 


Qowner George 


Joston Eve- 
fund drive. 
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MAM 


Golden 


Roosters held its for 
for the ladies Feb. 
15 at the Gold Room of the Congress 
Hotel in John M. 
was installed as new Chanticleer. Me! 
Goldman in new “Keeper of the Nest 


a The 
mal dinner dance 


Chicago. Sigg ins 


Ege” and Sid Geller is 1958 
“Scratcher.” The 350 members and 
guests present were wined and dined, 
then danced to the Norm Krone Or- 
chestra. Rudy Samuels of Stein & 
Klibogen was decorations chairman: 


Jerry Hochberg of Shiman Bros. 
Herman 
were I1n- 


William 


and 
officers 


Colonial, entertainment: 
Kramer, menu. New 
stalled by Acting Chanticlee 
H. McGreevy. 

se Georve Engelhard has been made 
an honorary member of the Chicago 
Jewelers Club, effective Feb. 1. 

s New ‘ 


elers Club, elected Feb. 18. 


Jew- 
Bert 
presl- 


officers of the Chicago 
miGa 
Forstner Chain Co.., 
dent; Richard 
& Weiss, 


Jacobs of 
Tessier 
Robert 


trea- 


Showerman of 
vice-president; 
(‘rosswhite of & Co., 
surer; and Mel Goldman, secretary. 
es William A. Kaufman Jr., vice-pres- 
ident of A. Hirsch Co., Ine.. whole- 
sale jewelry firm, has been elected to 


Pakula 


membership in the Chicago Jewelers 
Club. 

@® Charles Peak and David 
are partners in a newly-opened watch 
repair Cadott, 
Wis. The new business is located next 
door to the Cadott Medical Center on 
Main St. 

es A. & M. Jewelers 
the thirteenth to the eighth 
the Mallers Building at 5 S. 
Ave. in Chicago. 
#® The Louisville 
held its monthly 
the Seelbach Hotel. 
guests were Einderfried 
Somerset, Ky.; John Young of Emi- 
Ky.; Marion Clark of 
Campellsville, Ky. 

# Burton M. Reid, Inc., 
of watch materials, tools and jewelry 
of Springfield, Ill., are now located at 
Cook and 24th Sts. The firm has been 
occupying temporary quarters 
they were burned out last November. 
# Mr. and Mrs. Paul Boles have pur- 
chased Ed’s Jewelry & Diamond Shop 
at 123 W. Ninth St. in Coffeyville, 
Kan. Boles is a former jewelry buyer 
for the Edminston department store 
chain. 

es William N. Osterman of Osterman- 
Levey Jewelers has been re-elected to 


Semanko 


and jewelry shop in 


from 
floor oft 


Wabash 


nas mMmoy ed 


Guild 
Feb. 4 at 


Qut-of-town 


Watchmakers 
meeting 
Freeman of 
and 


nence, 


dist ributors 


since 


a second term as president of the 
Toledo Jewelers Association. Other 
1958 officers are: August Neumann 


of Neumann Bros., vice-president; 
Jerry Silverblatt of Berry Jewelers, 
secretary; and Robert Armstrong, Jr., 
of Armstrong Jewelers, treasurer. 
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s The second oldest jewelry store in 
Massillon, Ohio, became the property 
recently of the oldest jewelry store 
in Massillon. C. J. Dunean has pur- 
chased the store of Glenn P. Heckert, 
been in business 45 years. 
(Duncan has 61 Massillon 
business experience. ) 

e Ralph Milhening is the new dia 
mond buyer for The Ball Co. in Chi- 
succeeds John Beckman, who 
Keb. 1 after than 30 
service to the firm. Ralph has 
been associated his father in 
the J. Milhening Co. Detroit) 
since 1935. He was also vice-president 
of Milhening Manufacturing Co. In 
which his father still 


who has 


years of 


cago. He 
retired more 
years’ 
with 
(now in 


Chicago, oper- 
ates. 

s The Ball 
Lincolnwood, 


Co’s. new one-story build- 
Ill., is 


are 


ings in almost 


completed. Operations expected 
to begin there about Apr. 1. 

s The Cincinnati Wholesale & Manu- 
facturing Jewelers Association elected 
directors: Eugene Sw1- 
Braun of E. & J. 
Youkilis of The 


Brown of 


the following 
gart and Charles C 
Swigart Co.; V 
Victo) Corp.; 
The Gerwe Brown Co., Inc.; John G. 
and James N. Heldman of 


Ge ree E. 


Schwab 


A. G. Schwab & Sons, Inc.; Harry 
Schwettman of Gruen Industries, 
Inc.: Paul B. Parker of Litwin & 
Sons, Inc.; Joseph Haas of A. Saue) 


& Co., Inec.; Kelly Schwartz of Cincin- 
nati Gold & Silver Refining Co., and 
Charles K. Stern and Harry Green- 
wold of Wallenstein-Mayer Co. 

s The Cincinnati 24 Karat Club 
elected the following officers: presi- 
dent, Charles Richter; first vice pres- 
ident, Hans Demmer of Gruen Indus- 
tries, Ine.; second vice president, 
Robert Brown of The srown 
Co., Ine.; third vice president, Kar] 
Mouch; secretary, E. Fritz Mende, 
and treasurer, Robert Hengehold of 
Rosfelder Bros., Inc. 


Gerwe 


e The Kalamazoo Jewelers Associa- 
tion elected the following officers: 


president, James Shumaker; 
tary-treasurer, William Otten; chair- 
man of the board of control, past 
president, Richard R. Venner. Elected 
to the board were: Morris Miller, 
three years; Ellis Becker, two years, 
and Guy Fooy, one year. 

= Herbert L. Reimer, Oshkosh, Wis., 
has moved from 153 Main St. to 87 
Monument Square. 

= Swartchild & Co., watch materials 
firm in Chicago, has acquired the ma- 
terials department of Meyer Jewelry 
Co. of Kansas City, Mo. Swartchild 
will operate the new branch from 
separate headquarters in Kansas 
City. Deal, effective Mar. 1, includes 
Meyer’s materials inventory and mail- 
ing list. 


secre- 








| é 

JO ile 
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eter tina 
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beauty and 
elgilit-tale.—me- tae! 
aalele(-ig-44- me ola le— 


1311 LOMBARD Y STREET, 
PHILADELPHIA 47, PA. 











ATTENTION— 
MIDWEST JEWELERS 


Finest quality leather watch bands—Gents and Ladies 
All popular leathers. colors. sizes Also complete line 
fabric bands Excellent service—Honest Prices. Sales 
folders, books, available as needed without chara 


(Est. 1942) 
Bob Blanchard Company 


9842 So. Prospect Ave.. Chicago 43, Illinois 
Phone CEdarcrest 3-4067 








PROTECTED Profits 
PROTECTED Distribution 


Write for the 
availability of a 
Authorized 
Agency in your 
community. 


HOLZER WATCH CO. 


501 FIFTH AVE... N. Y. C. 
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C ez, 
ptnth Cnth 


Really secure! 
The ends of the silken strand 
are drawn through silver tubes. 
which are then attached to the clasp. 
Neater! Safer! 


One of the QUALITY features of 


TOGA 


CULTURED PEARLS 


A 
Write today for new catalog. 
DIVISION , . 
OF Memorandum selection on request. 





Maurice Gotpman & Sons 
IMPORTERS 
PL 7-5763 + 10 W. 47 St., New York, N. Y. 














ee 


HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 


ALVIN 

EVANS 

SCHICK 
WESTINGHOUSE 
DORMEYER 


U S TIME 
SEMCA 
INGRAHAM 
ULYSSE NARDIN 
WATERMAN 
SPEIDEL 
RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 
Catalog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 
Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 


AMITY 
NORELCO 
ARVIN 
CASCO 
WEST BEND 
DELTAH 








JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, WN. Y. 
Ju 6-0697 














<SE Fye it Before You Buy It! 


Try our monthly display service. 
Colorful, varies display cards and 
over 400 matching price tickets. 


Only $8.70 mo. Send for .. 


Edwin Freed in. 
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150 West 46th St., 
N. Y. 36, Ci $-3232 
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e Lawrence G. Ballard, Jr., of Ballard 
& Son, Wilson’s Fine Jewelers, Wil- 
son, N. C., has been awarded the ac- 
credited Diamond Graduate Certifi- 
cate by the Gemological Institute of 
America. Mr. Ballard also received 
the Certified Master Watchmaker 
Certificate from the Horological In- 
stitute of America. 

ae C. E. Lee has been named manager 
of Duval Jewelry Co.’s, new South 
Gate store in Jacksonville, Fla. Mr. 
Lee formerly was credit manager of 
the company’s store in Central Plaza, 
St. Petersburg. 

e Florence LaForce was appointed 
jewelry buyer for Hutzler Bros. Co., 
Inc., Baltimore. 

#® The Shenandoah Valley Watch. 
makers and Jewelers Guild, Staunton, 
Va., held its annual dinner meeting 
recently. 

s At a ladies’ night meeting Jan. 9, 
the Winston-Salem Watchmakers’ 
Guild elected these officers: Caldwell 
Day, president; Roy Charles, vice- 
president; Bruce Elledge, secretary; 
George Loflin, assistant secretary; 
and Bob Underwood, treasurer. Guild 
meetings are held the second Thurs- 
day of each month. 


SOUTH 


s The name of James R. Armiger 
Co., Inc., has been added to the Cen- 
tury Honor Roll of Baltimore Busi- 
ness. The scroll, started in 1940, 
now recognizes 117 firms which have 
been in business for 100 years. 

#® Sue McMahon, manager of the 
silver department of Edwards & Le- 
Bron, Inc., Chattanooga, Tenn., has 
retired after 35 years with the firm. 
es George S. Wheeless, a jeweler of 
Thomaston, Ga., was awarded the 
Diamond Certificate of the Gemologi- 
eal Institute of America. 

® Supervisors and executives of the 
Gordon’s Jewelers chain met in Hous 
ton last month to discuss plans for 
1958 sales and expansion. Officers 
present were: President H. B. Gor- 
don, Board Chairman M. M. Gordon 
and Vice-President A. S. Gordon. 

es S. & N. Katz, Inc., in Baltimore, 
is remodeling its second-floor home 
furnishings department. 

es Lower West Coast Guild of the 
Florida State Watchmakers Associa- 
tion elected the following officers: 
president, Neil P. Crews; vice presi- 
dent, Earl R. Debb; _ secretary, 
Charley D. Arnold; and treasurer, J. 
G. Stephens. 





Make Use of Business Slack, 
Metal Findings Makers Hear 

Jewelry manufacturers have been 
advised by George R. Frankovich, 
executive secretary of the Manufac- 
turing Jewelers and Silversmiths of 
America, Inc., to use the oppor- 
tunity resulting from the current 
dip in business activity to make a 
study of their operations with a 
view of strengthening them for the 
future. 

Speaking at a meeting of the 
Metal Finding Manufacturers’ 
Assn. in Providence Jan. 28, he 
said: “Although 1957 was the low- 
est business year for the manufac- 
turing jewelry industry since the 
end of World War II, and while the 
first half of this vear does not 
promise good business, the current 
slack period can be put to good 
advantage by the industry. 

“This period, which in a good 
might allow little 
reorganization 


business year 
time for in-plant 
and analysis, can be put to good use 
by manufacturers interested in 
looking into the field of diversified 


jewelry and non-jewelry products.” 

Mr. Frankovich was optimistic 
about the industry’s business for- 
tunes for the second half of 1958. 


Justice Department Assails 
Illegal Bankruptcy Practices 
The VU. 5S. Department 
is asking Congress to tighten up 
the federal laws to crack down on 


Justice 


businessmen who dispose of prop- 

erty before filing as bankrupt. 
Attorney William P. 

Rogers contends the laws prohibit- 


General 


ing concealment of assets by per- 
sons before filing for bankruptcy 
should be just as strict as those 
now covering concealing 
assets after the courts have de- 


persons 


clared a firm bankrupt. 

Proposed amendment to the laws 
would subject to prosecution any 
in contemplation of 


66 


firm which, 
a bankruptcy 
against any person or corporation, 
or with intent to defeat the bank- 
ruptey law, knowingly and fraudu- 
lently transfers or conceals” any 
property. 


proceeding by or 
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e B.C. Clark, Sr., founder of B. C. 
Clark’s Jewelers, Oklahoma City, ob- 
served his 89th birthday on Jan. 17. 
He established his business in 1892 
at Purcell, then in Indian Territory. 
The store is now located at 113 N. 
Harvey Ave., Oklahoma City, and 
there is a branch in the Mayfair 
Shopping Center. B. C. Clark, Jr., 
who is associated with his father in 
the business, was recently elected 
finance chairman of the Oklahoma 
City Council of Churches. 

#® Arnold’s Jewelry, Pawhuska, Okla., 
recently announced the employment 
of Jerry Goforth, graduate watch- 
maker, formerly of Stillwater. He 
replaces Gordon Yeary, who has pur- 
chased Carriger Jewelry and Watch 
Repair in Pawhuska. 

es Jon Gard, jeweler of Fairview, 
Okla., has been elected president of 
the Fairview Chamber of Commerce 
for 1958. 

e Chester D. Jennings, owner of 
Jennings Jewelry Store in Broken 
Arrow, Okla., has been reelected to 
the board of directors of the Broken 
Arrow Chamber of Commerce. 

e® The Hamilton Watch Co. has es- 
tablished a new award at Oklahoma 
State University. The university is 
one of the institutions selected to 
take part in the award program set 
up by Hamilton to encourage develop- 
ment of a broader background among 
technically trained students. 

es Sloan’s Jewelers, 20 E. Fourth 
St., Tulsa, Okla., is being doubled in 
size by the addition of a new show- 
room on the west, formerly occupied 
by a shoe shop. The store, which is 
remaining open while the remodeling 
is in process, will be air-conditioned. 
A gem laboratory, a private sales 
room and a walk-in vault for storage 
of gems are being added. George J. 
Sloan, owner, is immediate past presi- 
dent of the American Gem Society. 
e The Zenith Manufacturing and 
Chemical Corp. demonstrated its 
supersonic watch-cleaning machines 
at a meeting of the San Antonio 
Watchmakers’ Guild on Jan. 10. 

e George Badeau has joined the sales 
force of the Prague-Kurtz Co. of 
Houston, Tex. From his headquar- 
ters in New Orleans he will sell and 
manage the territory east of Texas. 
s Linz Bros., Inc., Dallas, Tex., has 
appointed Mrs. Joy Cern director of 
advertising. She is a member of the 
Dallas Advertising League, and the 
Dallas Advertising Club. 

e M. V. Waterfield, a jeweler of 
Tulsa, Okla., was awarded the Dia- 
mond Certificate of the Gemological! 
Institute of America. 
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es Kighty-five Zale Jewelry Co. store 
managers from 67 cities in 18 states 
met in February for their annual 
convention. As usual the _ sessions 
were held in Dallas, at the Baker 
Hotel and in the company’s general 
office building at 512 South Akard. 
New merchandise was inspected and 
plans for the company’s advertising 
were reviewed. 

s Bob Rose, who joined Peacock 
Jewelers in Tulsa, Okla., eight years 
ago, has been named manager of 
Peacock’s new suburban branch in 
the Northgate Shopping Center. 

e® Buck Hoyt has moved his watch 
repair shop from 105 S. Main, Broken 
Arrow, Okla., to 212% S. Main. He 
is adding a line of jewelry. 

a Tipton’s Jewelers, Shawnee, Okla., 
has moved three doors east to 3 E. 
Main. The business, established in 
1926 by E. J. Tipton, has been owned 
and operated for the last 12 years 
by Bernard L. Gordon. The new lo- 
cation has been remodeled and re- 
decorated. 

e James Stockwell is now manager 
of Gordon’s Jewelers, Inc., in the 
Soulevard Shopping Center at Irving, 
Tex. 

#® Carl E. Hosken has been named 
manager of the silverware depart- 
ment of the McNeel Jewelry Co., San 
Antonio, Tex. He has been associated 
with McNeel’s for the past 20 years. 
ae The Gem Jewelry Co., returning to 
Orange, Tex., will occupy quarters 
at 5th and Main. Gem operates stores 
in Beaumont, Port Arthur, Lake 
Charles, Alexandria and a jewelry 
salon in a Tyler department store. 


Adam Consolidated Acquires 
Canadian Bruner-Ritter Branch 


Adam Industries, 
Inc., has purchased the assets of 
bruner-Ritter, Ltd., Canadian 
watchbands maker. 

New subsidiary will be known as 
Gemex (Canada) Ltd. The Gemex 
Corp. of Union, N. J., is also owned 
by Adam. This Canadian trans- 
action follows by some two months 
Adam’s purchase of the U. S. 
watchband division of 
Ritter, Ince. 

Deal gives Adam machine tools, 
dies, equipment and all issues and 
outstanding stock of 3runer- 
Ritter. Adam President Harold N. 
Leitman will be president of the 
new firm. 


Consolidated 


Bruner- 
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COME TO THE 


RANOVER 
FAIR 


APRIL 27 TO MAY 6 
THE BIGGEST AND BEST EVER! 


4,000 German and foreign manu- 
facturers—seven million square feet 
of opportunities for new contacts 
—new profitable business in 


China ° Glass 

Clocks * Jewelry and Silver- 

ware * Tableware * Cutlery 
and Hardwares 


Ceramics °* 


For free fact-filled pamphlet, room reservations, 


official admission tickets, contact 


German-American 
Trade Promotion Office 
350 Fifth Avenue 
New York |. N. Y 
Wisconsin 7-0727 
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Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Impert 
FONDEVILLE & CO., INC. 


149 5th Ave., New York (@& WN. Y. 
AL. 4-0104 











WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














Watches Wanted — Any Make or Age 
Highest prices are 
Jewelry, Platinum, Diamonds, Sterling. 
Package kept aside 10 days, subject to 


paid for Antique 


your approval of our remittance. 


Reference Dun & Bradstreet 
ANTIN’S. 114 Baronne Street 
New Orleans 12, la 
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e Makes rings 
larger or 
smaller 


® Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


®@ No scratching. 
No marring. 


® Reducing die with 
16 sizing holes permits 
the greatest range of 
reductions. 


only IG 50 


Time Payments 
Contact your wholesaler or 
write for literature to: 
new hermes 
13-19 UNIVERSITY PL., NEW YORK 3, N. Y. 








SOSSCSSSSSSSOSSOSSOOOSOSOOOOOOS 


BUY DIAMONDS DIRECT 
FROM LEADING N. Y. DIAMOND 
CUTTER & MAKE MORE PROFIT 


WE SPECIALIZE IN STONES 
's CARAT AND UP—ALL SHAPES 
WE SHIP TO YOU ON MEMORANDUM 








OLD MINE DIAMONDS AND 
BROKEN STONES BOUGHT 
RE-CUTTING FOR THE TRADE 
YOU PAY ONLY WHEN YOU SELL. 





BANKING REFERENCES UPON REQUEST 


JACK BLAUWEISS 


Est. 1915 
Plaza 7-2413 


22 W. 48th St. New York 36, N. Y. 
SHSSSCSSSSSSCSCSSSSSCSCSOSOSOSCSOOOOOS 


Special Combination Offer! 
Flew 150 PC. MOTHER'S DAY WINDOW DISPLAY KIT 


You get 2 — 11 x 14 easeled dispiay cards, 
3—8x 28 streamers, 3 — 8x12 pennants, 





6 diamond shaped signs, 6 — 4 x 12 window 
strips, 18 Mother's Day lapel reminder badges, 
100 price tickets PLUS 12 PINK 


CARNATIONS. $550 Plus For Both 
Postege Shipped Together 


Plus 
Pestege 
WITHOUT PRICE TICKETS 
$1 1288 ree KIT 


Hew 138 PC. FATHER'S DAY $> 
WINDOW DISPLAY KIT 

Consists of 2 easeled display 
cards 11 x 14, 13 streamers 

8 x 28 , 3 pennants 8 x 12 , 6 diamond shape 
signs 8 x 8 , 6 window strips 4x 14 , 18 lapel 
reminder badges, plus 100 price tickets. 


$475 roves 
EDWIN FREED Inc., 150 w. 46 th st. ». ¥. 
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dissertation on the 
stock market by “wonder boy” lLeon- 
ard Ross (of TV quiz 
highlighted the Jan. 14 meeting of the 
Jewelers 24 Karat Club of Southern 
California at the Elks Temple in Los 
Angeles. Interestingly, Leonard’s 
father is an accountant for several 
The Club added these 
new members: Charles Blair, manu- 
facturers’ representative; Ben Klein 
of I. Raskin Co. in Los Angeles; and 
. J. Wallace of Wallace Jewelers in 
edondo Beach. Irvine Kaufman of 
Allison-Kaufman Co. presided. 

® Daniel Bennett, wholesale gem 
dealer, has moved to Suite 501, 220 
W. Fifth St., Los Angeles. He is plan- 
ning a spring trip to the Orient to 
purchase pearls, jade and 


t. | A precocious 


show fame) 


jewelry firms. 


B 
R 


colored 
stones. He 1s also planning a cam- 
paign to assist jewelers in promoting 
the sale of genuine jade. 

se Mrs. Katy Rathbone has been ap- 
pointed manager of Dibbern’s Silver- 
smiths & Jewelers Gift Shop at 213 
S. Glendale Ave. in Glendale, Cal. 

es Jack and Alvin Joseph have opened 
a diamond firm, the Santa Monica 
Diamond Syndicate, Inc., in Suite 207, 
1532 Third St., Santa Monica, Cal. 
Jack owns the Jack Joseph Furniture 
Co. there. 

# B. Durward Howes III, president 
of B. D. Howes & Son in Pasadena, 
Cal., and regional vice president of 
the Retail Jewelers of America, Inc., 
was recipient of the Pasadena Junior 
Chamber of Commerce’s 27th annual 
distinguished award. Mr. 
Howes’ father, who once served as 
president of the national Junior 
Chamber, has a similar award from 
the Los Angeles Junior Chamber of 
Commerce. Both awards were given 
for contributions to community wel- 
fare and for business leadership. 

es Jack Hogan has joined the whole- 
sale jewelry firm of Irving S. Bock 
in San Francisco. He will cover the 
Northern California, Oregon and 
Nevada territories with firm manager 
taymond Harris. Hogan is a charter 
member and past president of the 
Golden Nuggets, West 
men’s group. 

e Sather Gate Jewelers has moved to 
2390 Telegraph Ave. in Berkeley, Cal. 
Move was made to provide more prop- 
erty for the University of California. 
Walter J. Aman is firm owner. 

es Richard Elefant, fresh from a tour 
of duty with the U. S. Air Force, is 
now associated with Edward Elefant 
& Co., 657 Mission St. in San Fran- 
cisco. 

= Gus Scheppler of Wm. Scheppler & 
Sons at 2492 Mission St. in San Fran- 
cisco, was elected a vice-president of 


service 


Coast sales- 


WEST C 


OAST 


Merchants Association at 
Installation dinner Jan. 
Alvin 
Glass, of Kay Jewelers in San Fran- 
cisco, retiring association president. 
e Two of the three brothers who 
founded Wildberg Bros. Smelting & 
Refining Co. of Los Angeles and San 
Francisco are celebrating their 50th 
with the President 
Irving I. heads the San 
Francisco Vice - President 
Arthur A. Wildberg manages the Los 
Angeles division. 

ws Baranov’s, retail jewelry chain with 
offices at 968 Fifth Ave., San Diego, 
celebrated its 47th anniversary with 
the opening of its fourth San Diego 
area store at 2974 Clairemont, Mesa 
Drive. Lloyd P. manager; 
Sylvan J. Baranov is president and 
Herbert Schwartz is. vice- 
president. 

es Thomas Crooks has been appointed 


the Mission 
the group’s 


Qo» 
} 


Dinner chairman was (C. 


business. 
W ildberg 


division: 


vear 


Olson 1s 


owner, 


a vice-president of Shreve & Co., Post 
and Grant Aves. in San Francisco. 
Crooks has been with the firm for 
more than 20 years. 

es Brandt V. Houtsma, 

Dupen’s Jewelry, Chico, 
awarded the Diamond Certificate of 
the Gemolovica! Institute of America. 
es Work has started on the future 
headquarters of Weisfields, Inc., in 
the Silverstone Building in Seattle. 
The firm expects te move into the 
two-story building early this fall. 

s Miller’s Oneida Jewelers of Malad 
City, Idaho, recently awarded a $2000 
check to Mrs. D. Delore Fallis of 
Malad City, one of three national 
winners in Jewel House’s National 
“Dream Castle” contest. Mrs. Fallis 
entered the contest through Miller’s. 
s Nordmann & Aurich, pioneer San 
Francisco watch material distributor 
and wholesale jeweler, has acquired 
the material department of the San 
Francisco Division of E. W. Reynolds 
Co. Romain Ringham, former Rey- 
nolds executive, becomes manager of 
Nordman & Aurich. Material inven- 
tories of Reynolds’ Honolulu, Los An- 
geles and San Francisco divisions are 
being integrated into the stocks of 
Nordman & Aurich and Pacific Jew- 
elers Supply Co., an affiliate. 


manager of 
Cal., was 





Gemological Institute Honors 
President Edward H. Kraus 

In appreciation for his 25 vears 
of assistance, the Gemological In- 
stitute of America recently pre- 
sented Edward H. Kraus an en- 
graved Hamilton electric watch. 
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Executive Appointments Wallace Silversmiths. Asthalter 


J. H. Asthalter has been ap- 
pointed director of marketing for 





has been associated with the W. 
















Irving Holezer 


Irving Holezer was appointed sales 
promotion manager of the Bulova 
Watch Co., Inc., New York. During 
his 18 years with Bulova, Mr. 
Holczer has earned many awards 
and citations of merit for adver- 
tising practices and campaigns. 


Roland G. England has been ap- 
pointed sales manager for the St. 
Louis branch of Remington Rand 
Electric Shaver, Division of Sperry 
Rand Corp. Mr. England was 
branch sales manager in Indian- 
apolis, and has been associated 
with the firm since 1951. 


William Wolfe has been appointed 
director of export for Hamilton 
Watch Co., Lancaster, Pa. He will 
establish distributorships in Cen- 
tral and South America and West- 
ern Europe. 





Edmond A. Blanc 


Edmond A. Blanc of 610 Fifth Ave., 
New York, was made vice presi- 
dent in charge of U. S. sales for 
American Lip Corp., New York. 
Mr. Blane will introduce the Lip 
electric watch in the U. S. during 
1958. Before joining Lip in 1955 
Mr. Blane was director of research 
and marketing with the New York 
office of the Dufour Co. of France. 





A. Sheaffer Pen Co. for the last 


Arthur Fink has been appointed 
18 vears, most recently as general 


sales manager of Forstner, Inc., = 
merchandising manager. 






Arthur Fink 




















manufacturer of Komfit watch- 
bands and other jewelry, and 


f 


Desmond Smith 








Forstner Creations, costume jew- 











elry. His headquarters will be in 
























































the Forstner sales offices at 320 Desmond Smith was appointed 
Fifth Ave., New York. Mr. Fink general sales manager of the 
joined Forstner in 1937, and after Granat Mfg. Co., San Francisco. 
serving with the U. S. Tenth Mr. Smith has been associated 
Mountain Division in Italy, he re- with the firm for seven years, and 
joined the company as eastern held the position of field manager 
sales representative. until his recent appointment. 





























Wanted: 2 Aggressive Salesmen 











Volume & Quality Line—for Volume & Quality Salesmen 


| DAVID KARP CO., Inc. 
| 31 W. 47th St. 
| New York 36, N. Y. 





























MANUFACTURERS 


hanDQKrafi® 
EMERALD-GLO—MARQUISE-GLO pe QWKraft®  MULTI-GEM—STAR-MATES 


iamond Rings 


OUR ORGANIZATION HAS OPENINGS FOR 2 AGGRESSIVE AND TOP 
NOTCH JEWELRY SALESMEN WITH FOLLOWING ACCUSTOMED TO HIGH 
EARNINGS, WHO CAN DO A JOB WITH OUR NATIONALLY POPULAR AND 
DIVERSIFIED LINE OF DIAMOND JEWELRY, WHICH INCLUDES DIAMOND 
GUARANTEED WEIGHT SETS; BRIDAL SETS; EMERALD CUT RINGS; PRINCESS 
RINGS: WATCHES: ATTACHMENTS; ETC. THE TERRITORIES TO BE COVERED 
ARE: 


MID-WEST: ILLINOIS, IOWA, MICHIGAN, KANSAS, MINNESOTA, 
MISSOURI, ARKANSAS, NORTH DAKOTA, SOUTH DAKOTA 


PACIFIC: CALIFORNIA, WASHINGTON, OREGON 
ALL REPLIES MUST FULLY STATE PAST EXPERIENCE, AND EARNINGS IN THE 


JEWELRY LINE AND WILL BE HELD IN THE STRICTEST CONFIDENCE AND 
SHOULD BE ADDRESSED TO MR. DAVID KARP, PRES. 











Fm 
RELIGIOUS 
GIFT-GIVING 


Borrows .... The 
outstanding name in 
fine jewelry offers 
@ complete line of 
crucifixes and cross- 
es in Gold Filled and 
Sterling Silver. 


Attractively 
GIFT PACKAGED 


Only from Barrows—handsomely 
executed quality religious 
items displayed in striking 
sales-winning displays like this 
unusual neW Barrows gift package. 
Ask your Barrows wholesaler for 
these and other fine jewelry items. 
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COMING EVENTS 


M A R C 4H 


2-5—Denver Gift Show (Spring), 
Hotel Albany. 

2-6 — Detroit Gift Show, Hotels 
Statler and Sheraton - Cadillac, De- 
troit. 

9-13 — Boston Gift Show, Hotel 
Statler. 

15-16—Nebraska RJA convention, 
Clarke Hotel, Hastings, Neb. 

16-19 — Indianapolis Gift 
Hotel Claypool, Indianapolis. 

22—Manufacturing Jewelers & Sil- 
versmiths of America, Inc., annual 
banquet, Hotel Statler, Boston. 

22-23—Oklahoma Horological As- 
sociation annual convention, Skervin 
Hotel, Oklahoma City. 

22-25—American Gem Society con- 
clave, Sheraton Hotel, Chicago. 

23-26 — Philadelphia Gift Show, 
Benjamin Franklin Hotel. 


Show, 


A P R L 

11-20—-Washington State Interna- 
tional Trade Fair, Nationa] Guard 
Armory and Olympic Hotel, Seattle, 
Wash. 

12-13—-Kansas RJA annual conven- 
tion, Allis Hotel, Wichita. 

13-14—-Alabama RJA annual con- 
vention, Thomas Jefferson Hotel, Bir- 
mingham. 

15—Massachusetts and Rhode Is- 
land RJA annual convention, Uni- 
versity Club, Boston. 

20-21—-South Carolina-Georgia RJA 


joint annual convention, Clemson 


House, Clemson, S. C. 

27-28— Maryland - Delaware - Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention. 

27-28—New York RJA annual con- 
vention, Hotel Mark Twain, Elmira. 

27-28—Wisconsin RJA annual con- 
vention, Hotel Pfister, Milwaukee. 

27-29 — North Carolina - Virginia 
RJA joint annual convention, Robert 
E. Lee Hotel, Winston-Salem, N. C. 


4 


MA Y 


3-4—Arkansas RJA annual conven- 
tion, Arlington Hotel, Hot Springs. 

4-6—F lorida RJA annual conven- 
tion, Sans Souci Hotel, Miami. 

3-12—United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

7-17—Second U. S. World Trade 
Fair, Coliseum, New York. 

17-18—-Tennessee Horological So- 
ciety annual convention, Mountain 
View Hotel, Gatlinburg. 


18-23—-New York Stationery Show, 
Hotel New Yorker. 


JI U N € 

4-6 —- National Wholesale Jewelers 
Association annual convention, Shel 
bourne Hotel, Atlantic City. 

7-8—Texas Watchmakers Associa- 
tion annual convention, Shamrock- 
Hilton Hotel, Houston. 

7-8—New York State Watchmak 
ers Association convention, Seneca 
Hotel, Rochester. 

29-30—New Hampshire RJA an 
nual convention, Wentworth-by-the 
Sea, Portsmouth, N. H. 


J U L Y 
20-23 — Annual Southern Jewelry 
Show, Atlanta. 
27-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 


A ‘oe wee Soe eee 
10-14—Retail Jewelers of America. 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

24-26 —- Pennsylvania RJA annua! 
convention and Seventh Jewelry Fair. 
Penn-Sheraton Hotel, Pittsburgh. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

29-31—United Horological Associa 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

30-31—Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 3—California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention 
and trade show, Hotel Statler, Los 
Angeles. 

31-Sept. 4— Detroit Gift Show 
(Fall), Hotels Statler and Shera- 
ton-Cadillac. 


S E P 6T E M B E R 

§6-10—Detroit Jewelry Show, Hotel 
Statler. 

13-14—Missouri RJA annual con- 
vention, Governor Hotel, Jefferson 
City. 

14-17 — Indianapolis Gift Show 
(Fall), Hotel Claypool. 

28-30 — Fourth Phoenix Gift and 
Jewelry Show, Hotel Westward Ho, 
Phoenix, Ariz. 
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Obituaries 











Henry Bogoff, 51, president-trea- 
surer of Jewels By Bogoff, Chi- 
cago, died Dec. 24. He came from 
Warsaw, Poland, in 1922, and set- 
tled in New York as a manufac- 
turer of dress ornaments. He 
moved to Chicago in 1930 and es- 
tablished the present firm. 

Ralph Bold, New 
man for D. C. Percival Co., Bos- 
ton, and formerly salesman for 
[. Alberts’ Sons, Inc., Boston, died 


Dec. 29. 


England sales- 


Alexander Crinzi, 62, jewelry man- 
ufacturer of Buffalo, N. Y., died 
Dec. 30. 
daughter survive. 

Alfred E. Dixon, 60, a jewelry 
salesman for Clark & Coombs Co., 
Inc., Providence, R. L., died Nov. 
22. He is survived by his wife. 


— 


His wife. three sons and 


Matthew Thomas Dunn, 71, owner 
of Dunn Bros., Providence, R. I., 
died Dec. 20. His wife, a son and 
two daughters survive. 

John W. Evans, 52, jeweler of 
Noblesville, Ind., died Jan. 14. H« 
is survived by his widow. 

David B. Felsenthal, 79, president 
of Hart Chicago 
wholesale jewelry firm, died Jan. 


Jewelry Co., 


29. His widow and two daughters 
survive. 

John Frank Finley, 49, jeweler of 
Dallas, Tex., died Nov. 5. He was in 
charge of sales in the newly found- 
ed Finley Dial Service. He is sur- 
vived by his wife and mother. 
Dabney Thomas Hardy, 63, presi- 
dent of Hardy 
well-known Rome, Ga., business- 
man, died Feb. 1. His son _ sur- 


Jewelry Co. and 


Vives. 

Louis senior vice 
president of Heyman & 
bros., New York, died Jan. 22. He 
was chairman of the executive 
committee of the jewelry division 
of the Federation of Jewish Chari- 
ties, and the United Jewish Ap- 
peal. He was also a member of the 
24 Karat Club. His wife and five 
brothers—Nathan, Oscar, Harry, 
William and George—survive him. 
Edwin F. Hopfgarten of Hopfgar- 
ten Bros., Boston, died Jan. 1. 
Franklin Jeter, 48, jeweler of 
Ocean City, N. J., died Jan. 5. His 
wife and two sons survive. 


Heyman, 60, 
(Oscar 
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Le 


owner of 
New 
recently. His 


Louis F. Karten, 50, 
Karten’s Jewelers in 
ford, Mass., died 
widow, a son and a daughter sur- 


Bed- 


vive. 

George Hurst Kendrick, 73, re- 
tired jeweler of Louisville, Ky., 
died recently. He is survived by 
his widow. 

Mrs. Elsie Lane, 40, partner in 
the firm of Harry Scher, Square 
Deal Jeweler, Little Rock, Ark, 
died Dec. 7. She is survived by 
her husband and two children. 
Abraham Newman, 76, owner of 
A. E. Rogers Co. in Scranton, Pa., 
and one of the city’s prominent 
civic leaders, died Jan. 16. His 
widow, a son and a daughter sur- 
vive. 

James Rees Norton, 74, retired 
jeweler and former mayor of his 
home town of Winchester, Tenn.., 
died recently. 

Roy Burton Peebles, 58, jeweler of 
North Adams, Mass., died Nov. 17. 
Mr. Peebles, an amateur artist, 
had been listed in Who’s Who in 
American Art. He is survived by 
his wife and a daughter. 


Richard J. Petersen, 84, a founder 


of Petersen, Max & Co., Buffalo, 
N. Y., died Dec. 23. He was presi- 
dent of the National Wholesale 
Jewelers Association in 1926-27. 
His wife survives him. 

Charles Purdom, counsellor in the 
field staff of American Time Prod- 
ducts, Inc., New York, died Jan. 
21. An expert in rating and watch 
analysis, he toured the country 
speaking at Horological Institu- 
tions, guild meetings and conven- 
tions. He wrote many books and 
papers on the solutions to watch 
problems. 

S. D. Roeder, 81, retired jeweler 
and lifetime member of the Flor- 
ida Jewelers Association, died 
Dec. 7. He was at one time asso- 
ciated with the art department of 
Tiffany & Co. in New York. He is 
survived by his wife, a daughter 
and a son. 

Murray Silverman, 56, manufac- 
turers’ representative for firms in 
Rhode Island covering the West 
Coast territory, died Dec. 13. 
Aaron Straus, 93, president of Re- 
liable Stores Corp., which in- 
cludes 46 jewelry and furniture 
stores, died recently at his home 
in Baltimore, Md. 


PROTECTED Profits 
PROTECTED Distribution 


Write for the 
availability of a 
Authorized 
Agency in your 
community. 


HOLZER WATCH CO. 


501 FIFTH AVE... N. Y. C. 





Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
Olid Gold 
Platinum 
Fixtures, etc 


Diamonds China 

Watches Silver 

Jewelry Antiques 
CALL COLLECT for CONSULTATION 


All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1/880 
(Div. of M. Y. Finkelman Co.) 

29? E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 











A PROVEN SALES BUILDER ... 
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MIZPAH* ROMANCE COIN | 


} 


For building steady sales, half a coin is than 
one' *Mizpah is the symbol of enduring love This ex 
quisite split coin makes a cherished gift for a couple 
mother and dad, parent and chil Each wears one half 
of the coin—and no other will match. Inscribed with 

May the Lord watch between me and thee when we are 
absent one from another’’ on back. Can be sold alone— 
1 with a bracelet. keychain or necklace for added profit 
in 14K Gold $25.00 In Sterling Silver $5.00 

All Prices Keystone 
Nationally advertised in Living, Redbook, Howse 
Beautiful and House & Garden 
Patent Applied For 
MOROCCAN ART CENTER 





2%) Rockefeller Plaza. Dept. )3. New York 20. N. Y 
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News of 


Personnel 








Mrs. Ruth L. Greene has joined 
Linde Co., division of Union Carbide 
Corp., to work on the Linde star 
sapphire-and-ruby campaign, assist- 
ing Irving Brown, Jr., manager of 


gem sales. 


T. Levy A. Stiever 

Arthur Stiever and Theodore Levy 
have been added to the sales force of 
A. Jaffe & Son, Inc., 64 W. 48th St., 
New York. Stiever, whose background 
includes experience in both the retail 
and the wholesale ends of the jewelry 
industry, will cover Minnesota, Wis- 
consin, the Dakotas and Iowa. Levy 
was formerly with Marchal Jewelers, 
New York. Both men are members of 
the American Gem Society. 


Elgin National Watch Co. has an- 
nounced 10 sales territorial changes 
resulting from consolidation of its 
Wadsworth sales organization into 
the direct Elgin sales force. 

Of the 10 newly assigned repre- 
sentatives, nine are veteran Elgin or 
Wadsworth-Hadley men. The one new 
appointee is Lou Novicoff who has 
been assigned to Idaho, Montana. 
Utah, Wyoming and parts of Nevada, 
Oregon and South Dakota. Novicoff 
was formerly manager of the Kortz- 
Lee store in Cheyenne, Wyo., where 
he is a resident. 

The other changes are as follows: 
Ray L. Crowfoot will cover Iowa, 
Nebraska, Kansas and South Dakota. 
Jack J. Davis will cover New York 
and Connecticut. William R. Eck- 
hardt will cover the Pittsburgh area. 
Lloyd B. Foulds will cover Kansas 
and Oklahoma. Russell R. Gardner 
will cover Massachusetts and Maine. 
Edward Mathews will cover central 
Ohio in the Columbus area. I. S. 
“Bud” Price will cover most of Mich- 
igan outside of the Detroit area. Don 
Rapp will cover Virginia. Patrick J. 
Talty will cover California, Oregon 
and Nevada. 





in complete confidence. 





WATCH SALESMAN 


Extraordinary Opportunity 


for a Salesman Capable 
of Earning 
$15,000 to $25,000 a Year 


We're looking for the just-right man to represent us in a 
choice territory—Ohio, Indiana, Southern Michigan. 

. . . The man we seek should be experienced, reputable 
and preferably have a following among the retail jewelers 
in this territory. We are looking for a top-drawer sales- 
man—and are prepared to pay him exceptionally well! 


. . « Give full particulars in your letter. All correspondence 


FAVRE-LEUBA Watch & Chronometer Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 
Plaza 3-5451 
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Gilbert Fletcher has been appoint 
New England representative | 
R. F. Simmons Co., Attleboro, 
makers of fine jewelry. Mr. 
has had many years of selling 
ence, calling on the jewelry trad 
will work out of the New Yor} 


G. Fletcher EF. Hoque 
Earl F. Hogue has been appointed 
sales manager of Harbay, Inc., Spe! 
del dist Michiga) Pre 
viously he represented Columbia d 


amond rings in Michigan and Ohlo. 


Dbutors fo 


ri 
h 


A. W. (Paddy) Cohen and Kenneth 
M. Cohen have both become associated 
with Alsan Mfg. Co., New York, as 
representatives. Both men have beet 
active in the jewelry trade for many 
years and were most recently WiItD 
Goldstein-Gerson Co. 


Irving Goodman has been appointed 
Mid-West 


Bros., manufacturing Jewelers of New 


representative for Flyvye 
York. Mr. Goodman malintains offices 
at 29 E. Madison St., Chicago. 

J. Schell and Marshall 
Edward PS 


Associates, have been 


Edward 
Theroux, 
Schell and 
named representatives for the fk) 
[Imports division of N. Shure Co., Chi 


a2 | 


cago. Their headquarters will be h 


operating as 


, 


Chicago and they will cover a 
Illinois except the 
western Pennsylvania, West Virginia, 
Ohio. Indiana, Iowa, Missouri, Kan- 
sas, Colorado and the Louisville, Ky., 
area. Ward and Dorris Adams wil! 
represent Enesco in Texas, Okla 
homa, Arkansas, Loulsiana and New 
Mexico. Their offices are in Dallas. 


Chicago area, 


C. J. Sticklen V. M. Solov 
Charles J. Sticklen and Victor M. 
Solov have been appointed sales rep- 
resentatives for the Bulova Watch 
Co. Both men will cover the state of 
Missouri, and Sticklen will also cove 
Illinois. Sticklen has been transferred 
from Bulova’s Special Products divi- 
sion. Solov has been in the jewelry 
field for many years and is_ well 
known throughout the Mid-West. 





Manufacturers 


News of Products and Promotions 





Ronson Introduces Lotions 
“Pre-Shave', After-Shave" 


Ronson Corp. has introdu 
new toilet lotions I 
and “Afte) 


Dealers can get 


Shave” 


either lotion with e: 
hotties 

{ost pel }} 
Shave” is $1. A 4-ou 
‘““After-Shave” costs $1.: 
consumer advertisin: 
offer. 

Contact Ronson Co 


Newark 2, N.. 


OUnNCe 


st 


Speidel Has Twin-Motion 
Tower Window Display Card 


¢ aed ‘ > 


= 
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Speidel Corp. has designed a tower- 


like new twin-motion display unit, fo 
use in jewelers’ windows. 


Display shows 15 men’s and ladies’ 


watchbands and four gift-cased Phot 
Idents, helps tie in Speidel merchan 


dise advertised on the TV show “The 


Price Is Right.” 
A pennant at the top of the towe1 


reminds customers to watch the 


S peidel-sponsored show : 


Contact Speidel Corp., 70 Ship St.., 


Providence, R. I., or your local dis 


tributor. 


Sheaffer Pen Starts Campaign 
For New Skrip Ballpoint Fluid 


W. A. Sheaffer Pen Co. will use full- 
page color ads in national consumer 
magazines and local newspapers to in- 
troduce its new Skrip ballpoint pen 
fluid. Campaign started Feb. 16. 

Point-of-sale promotions and coun- 
ter displays will afford tie-in for re- 
tailers. 

Contact W. A. Sheaffer Pen Co., 
Fort Madison, Iowa. 


ri FRS 


Girard Perregaux Introduces 
Gyromatic 39 Automatic Watch 


Oneidacraft Stainless Has New 
Packaging for Shasta Pattern 


| 


(jirard Perregaux ha 


‘unctional - 
‘h features 
mechanism, 


fo 


nan! 
mechanical 
no olling 

With this device, even a 
amount of motion of the wearer's 

. es ? } 


enery \ LO tne 


will transfe 
spring. There is almost no 
powel due LO friction. 
“Gvromatic 39” stvles range 
ft >a OE . - 
: , —— ahs from $125 to $1,500. 
Oneidacraft Deluxe Stainless, divi 


| - cee Contact Girard Perregaux, 
sion of Oneida Ltd. Silversmiths, has 


Fifth Ave., New York 20. 

designed new packaging for its re 

cently-introduced Shasta pattern. 
Dominant color of the new gift car- 


Foster Metal Prepares 
Newspaper Ad Mat Series 


tons Is turquoise, with accents of light 
tan. Copy appears on the Inside cover 
of the carton lid. 

Photo shows the 24-piece Shasta 
service fo. 6, cost of which Is $22.75. ; yaToHBANos 
Other sets are priced from $11.95. . # . , ee , a: m®& 

Contact Oneidacraft Deluxe Stain “| f,' , 
less, Oneida Ltd. Silversmiths, Oneida, Wites 
N. ¥. 
sront WARE 


—_ 


Forstner Offers Displays 
For Graduations, Weddings 


Forstner, Inec., has designed two 
new displays for gift-promotions fo. 
graduations and weddings. 

Its “For Bridesmaids and Ushers” 
unit shows four charm bracelets, : : 
short key chain and money clip. Cost 5. : 1 
of the six pieces is $45 (gold-filled) 
or $40.50 (sterling silver). 


a 


Foster Metal Products, 
Mass., has prepared a series of one 
column advertising mats fo: 
dealers featuring the Foste 
men’s jewelry and watchbands. Mats 


Att epnoro, 


are free. 


Lawrence Manufacturing Makes 
New Ultrasonic Washer Model 


Lawrence Manufacturing Corp. has 
introduced a new ultrasonic washe 
and cleaner, “Ultracleaner’” Model 

SOOA. 
Unit is stainless steel, 

The “For the Graduate” display lb., can accommodate parts 
features four charm bracelets, short in. long. Other features: 
key chain and heavy-link man’s iden- tuning, off-on switches, use of 
tification bracelet. Cost of the six two ultrasonic chambers concur 
pieces is $54 (gold-filled) or $45.60 if needed. 

Contact Lawrence Manufact 
Corp., Evans Terminal, N. Broad 


Hillside, N. J. 


(sterling silver). 
Contact Forstner, Inc., Irvington 


EE, Desa 





Kreisler Has Imperial Display 
For New Expansion-Band Line 


ts 
¥ 


; f 
A, f “f f * Fi e f 








thee eee? « -eipes 
FEMPPOTBES 42M Sach 
a rnbeds tence 


Jacques Kreisler Manufacturing 
Corp. has designed a new display for 
its Imperial line of men’s Adjust-O- 
Matic expansion bands. 

The Kreisler Imperial display shows 
four new bands on individual pads of 
black and red velvet. Base of the dis- 
play 1s mahogany. 

Unit is free with purchase of th 
four bands, assortment No. 70. 

Contact Jacques Kreisler Manufac 
turing Corp., North Bergen, N. J. 


House of Nash's Daniel Branch 
Has French Hand-Beaded Purses 


The Daniel division of House of 


Nash, Inc., is offering a complete 
ladies’ line of hand-beaded French 
purses, matching billfolds, cigarette 
cases, eyeglass cases and compacts. 

A companion line of men’s stitch- 
less tailored billfolds and secretary 
wallets is available, in morocco, sad- 
dle calf, imported pigskin, water- 
marked seal and pin seal. 

Features of the ladies’ accessories 
include black and antique white saddle 
cowhide ard baby calf leathers, bronze 
English frames and gold-tooled bor- 
ders and decorations. Ladies’ and 
men’s numbers retail from $5 to $20. 

Contact Daniel division, House of 
Nash, Inc., 10 W. 33rd St., New York. 


Ralph Singer Readies 
New Emblematic Catalog 

Ralph Singer Co., Chicago maker of 
emblematic jewelry, has prepared a 
catalog of its available lines. 

Selection includes fez ornaments, 
brooches, necklaces, earrings, lapel 
pins, tie pins, charms, key rings, chat- 
elaines and costume rings. 

Fraternal order jewelry includes 
emblems of: Shriners, Grotto, Blue 
Lodge, Eastern Star, Amaranth, Rain- 
bow Girls, Job’s Daughters, Knights 
Templar, Christian Science, Elks and 
various poiitical party pieces. 

Contact Ralph Singer Co., 656 N. 
Western Ave., Chicago 12, for free 
catalog. 
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Oneida Has Sale for Eleven 
Inactive Community Patterns 


Community division of Oneida Ltd. 
Silversmiths is conducting a repeat 
Famous Pattern Sale for 11 of its in- 
active patterns. Sale began Feb. 20, 
will end Mar. 29. 

Individual pieces cost from $1.10 to 
$3.85, are packaged in polymylar en- 
velopes. 

Dealer aids include free counter 
card, window banner, circular, mailing 
pleces, newspaper mats, radio or TV 
scripts and special order blanks. 

On sale are these patterns: Gros 
venor, Noblesse, Paul Revere, Patri 
cian, Adam, Bird of Paradise, Shera- 
ton, Deauville, Milady, Lady Hamil 
ton and Evening Star. 


Alsan Offers Promotion Kit 
For Palladium Ring Mountings 


Alsan Manufacturing Co. has pre- 
pared a kit of promotion aids to sup- 
port its new “Sophisticate” line of 
18-karat palladium ring mountings. 

Kit nucleus is a newspaper mat 
book. Other kit materials: color en- 
velope stuffers, counter cards and win- 
dow displays, radio and TV mate- 
rial, ring trays and boxes. A national] 
advertising campaign is planned. 

Other Alsan plans include compila- 
tion of a catalog devoted to the 
“Sophisticate” line of wedding and 
engagement rings in 18-karat gold 
and palladium. 

Contact Alsan Manufacturing Co., 
New York. 


Westclox Boosts Travel Clocks 
With New "Traveller" Display 
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Westclox division of General Time 
Corp. has designed a color display 
unit for its line of travel alarm clocks. 

lInit carries two Travelette clocks 
and two Travelarms, the latter in 
non-breakable cases. One of each is 
supplied for reserve with the display 
package, No. 445. Retail value of the 
six clocks and display is $50.10. 

Advertisin.s will support the promo- 
tion. 

Contact Westclox division, General 
Time Corp., LaSalle-Peru, Ill. 


Louis Levin Has New Parts 
For Jewelers'-Type Lathes 


Louis Levin & Son, Inc., Los An- 
geles manufacturer of precision tools 
and lathe parts, has designed a new 
slide rest and a line of circular saws 
with extra-fine teeth for jewelers’ 
lathes. 

Illustrated circulars are available 
from Louis Levin & Son, Inc., 3610 S. 
Broadway, Los Angeles, Cal. 


1881 Rogers Offers Two Sets In Spring Promotion Campaign 


> +i ROGER 
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1881 Rogers Bros. division of 
Oneida Silversmiths will feature two 
silver sets at reduced prices in its 
Spring promotion campaign. 

First set—a 63-piece service for 8 in 
a deluxe chest with velvet and taffeta 
lining—will cost $69.95. Chest is free. 

The second set—a 71-piece service 
for 8 in a Duncan Phyfe coffee table 


rs 
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“69% we” 


chest—will cost $99.95. Chest is free. 
In addition, each set will carry a 
promotional allowance—$7 per set on 
the 63-piece and $10 per set on the 
71-piece. Sales aids include displays, 
banners, mailing circulars, newspaper 
mats and radio and TV scripts. 
Contact 1881 Rogers Bros. division, 
Oneida Silversmiths, Oneida, N. Y. 
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Sheaffer Pen Offers 
Three-Season Display 


W. A. Sheaffer Pen Co. has pack 
aged a three-season display unit fo. 
graduation, back-to-school and Christ- 
mas gift-giving occasions. 

Three vacuum-formed panels, one 
for each occasion, can be inter- 
changed in the shadow-box frame in 
cluded in the package. Panels are 
lighted from behind. 

Frame is fitted with two brackets 
to show a boxed ensemble on each 
side. 


MasterCrafters Adds New Model 
To 1958 Electric Clock Line 

MasterCrafters Clock & Radio Co. 
has added a new wall or mantel clock 
to its electric clocks lines. 

“Perky Clock” is incorporated in a 
plastic coffee pot replica which has 
realistic percolating action. Available 
colors are red, white or yellow. 

Contact MasterCrafters Clock & 
Radio Co., 1750 W. Fulton St., Chi- 
cago. 


Watchbands, Inc., Distributes 
“Summer Pastels’ Ladies’ Line 


Watchbands, Inec., has designed a 
new line of fashion accessory watch- 
bands for women. 

Name of the new series is “Summer 
Pastels” by Mark III. Bands are set 
with summer pastel-toned stones, com- 
bined with silver or gold-hued metal. 

Each assortment of six bands is dis- 
played in a_book-counter merchan 
diser. 

Bands are available in white, jet 
black, blue, rose and coral for the 
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spring-summer selling season. 
Contact Watchbands, Inc., North 
Attleboro, Mass. 
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Ipekdjian Publishes Booklet 
On Chatham Cultured Emeralds 


Ipekdjian, Inc., distributor of Chat- 
ham cultured emeralds, has printed a 
two-color, four-page booklet entitled 
“Questions and Answers Concerning 
Chatham Cultured Emeralds.” 

Answers given to the 35 questions 
in the pamphlet should help sales per- 
sonnel discuss Chatham emeralds with 
customers. 

Contact Ipekdjian, Inc., 580 Fifth 
Ave., New York, Dept. “A” for free 
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Also available from Ipekdjian is a 
series of advertising mats, designed 
to appeal to the fashion-conscious. 
One mat features Chatham emeralds 
as a birthstone gift for May. 


Rolex Boosts New Chronometer 
With “Time” Cover Pamphlet 


American Rolex Watch Corp. has 
published a new pamphlet to promote 
its GMT-Master chronometer. Front 
page of the pamphlet is a reproduc- 
tion of a Time magazine cover show- 
ing the GMT-Master as “Watch of the 
Year.” 

Outstanding feature of the watch is 
a revolving rim, calibrated into 24 
hours which combined with a red 24- 
hour hand enables the user to tell time 
at any two places simultaneously. 

The self-winding GMT-Master also 
has a calendar mechanism. 

Contact American Rolex Watch 
Corp., 580 Fifth Ave., New York. 


Ronson Has "Royal Pillow” 
For Miniature-Sized Lighters 


Ronson Corp. has designed a “Roya! 
Pillow” display for its new “Petite” 
line of miniature-size cigarette light- 
ers for women. 

Unit is free with purchase of six 
lighters, which cost from $7.95 to 
$10.50 each. Models are in chrome, 
satin, Florentine and pearl enamel 
finishes. 

Pillow has contour-shaped pockets 
to hold the lighters. 

Contact Ronson Corp., 31 
St., Newark, N. J. 


Fulton 


Zodiac Begins Promotion For 
"Signs of the Zodiac" Watch 


Zodiac, Le Locle, Switzerland, 
maker of Zodiac watches, has started 
an international advertising campaign 
to introduce its Pharaon model, which 
shows the 12 signs of the Zodiac 
around its dial face. 

Jewelers who wish to tie in with 
local advertising can obtain engrav- 
ings and photos from Zodiacs’s New 
York watch agency, 15 W. 44th St. 

Pharaon watches come in two 
models, bracelet and key keeper. The 
12 signs encircle the regular dial face 
on a color background. Each watch 
is gift-boxed. Displays are available. 


Gemex Offers Display Tray 
With Ambassador Watchbands 


Gemex Corp. has designed a “3-on” 
display tray for its recently-intro- 
duced Ambassador line of watchbands. 

Tray, of red and grey velvet, is 
free with purchase of three bands 
(two gold-filled, one stainless). Cost 
to jeweler is $14.40 and retail value 


is $33.85 FTI. Bands can be adjusted 
to any length. 








DONT SELL OUT 
DONT LIQUIDATE 
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COLMES & BRILL 


Auctioneers & Sales Specialists 
For Over 35 Years 
. . . who grossed over $300,000 and 
$175,000, for a retiring N. Y. and N. J. 
jeweler. (Names and letters of recom- 


mendation on request.) The net was 
thousands above best stock offer. 


If you want to raise cash quickly, sell surplus 
stock or sell your store for cash, see COLMES 
& BRILL before making any move or com- 
mitment. 


NO OBLIGATION — NO EXPENSE 


* 
WRITE—WIRE—PHONE COLLECT 
45 West 45th St., N.Y. 36 JU 6-2334 


Members Jewelers Boord of Trade 








John C. Nordt Presents Three 
New Wedding Ring Blank Series 


John C. Nordt Co. has designed 
three new series of tapered wedding 
ring blanks in two-tone combination 
of white and yellow karat gold for 
men and women. Both pink and green 
gold are also 
combination. 

Style 3T65 shows a concave broad 
center of white gold trimmed with 
vellow gold e 

Stvle 3T75 shows an arched white 
eold center of uniform width bordered 
by a 


avallable in two-tone 


dre. 


sloped tapering vellow gold 


2T65 


shoulder. 

Style 3T85 shows a slightly curved 
broad white gold center bordered with 
a narrow yellow gold edge. 

The white gold centers of all three 
styles are soft and ductile, are easily 
engraved or chased. 

Contact John C. Nordt Co., Inc., In- 
dustrial Village, Cedar Grove, N. J. 


Feeling 
the squeeze? 


Low Mark-Up? 
Tie-In Buying? 
Over Stocked? 
Poor Quality? 


aa 


YOU, Mr 
with the discounters. 


We at STANLEY & 


make every 


Jeweler, are competing 


STANLEY, 
effort to keep our 
Merchandise out of the discount 
house. This enables you to keep 


your profit margin high. 


STANLEY & STANLEY for over 100 
years, has been the quality house 
for personal leather goods 


STANLEY & STANLEY 


MANUFACTURERS AND CREATORS OF QUALITY LEATHER GOODS 


VISIT OUR SHOWROOMS 


Home Office and Showroom 
72 Madison Avenue 
New York 16, N. Y 


Los Angeles, Cal., § 


712 South Olive 


Room 40 


WRITE OR CALL FOR OUR NEW CATALOGUE K-3 


Reed & Barton Repeats 
Spring Plated Flatware Sale 


Reed & Barton Silversmiths is re- 
peating its special “Magic 8’s” 
plated flatware this spring. 

Jewelry store customers who buy 
eight place settings of flatware at the 
regular $88 price receive eight free 
serving pieces plus a free chest. 

Patterns available in the promotion 
are Dresden Rose, Festivity and Sil- 


ver Blossoms. 


sale on 


Each &-place, 56-piece 
set consists of 16 teaspoons, & knives, 
S forks, 8 salad forks, 
or iced-tea spoons. Free serving pieces 
include two tablespoons, butter knife, 


8 soup, place 


sugar spoon, table serving fork, gravy 
ladle, lelly server and cold meat fork. 
Display and advertising aids are 
available. 
Contact 
smiths, 


Reed «& Barton Silver- 


Mass. 


Taunton. 


GE Telechron Offers 
Snooz-Alarm Package 


. 
, 


rlectric-Telechron has de- 
“Profit Pak” containing 


Snooz electric 


General Ff 
signed a 
three -Alarm alarm 
for use as a counter display. 
Two of the three alarms have plain 
luminous dial. 
Costs are $5.98 and $6.98 respectively. 


cloeks., 
dials: the third has a 


Display unit is free. 


+ whale 
SISO Mery 


YOu GE y TiWwOoseé EXTRA 4O WINKS! 


Klectric-Telechron, 
Ash 


Contact Genera! 


Clock and Timer Department, 


land, Mass. 


GE Radio Receiver Branch Has 
Four New 1958 Radio Models 

radio receiver 
new 
two 


General Electric Co’s. 
department has 
all-transistor pocket 


developed two 
radios and 
new all-transistor portable models for 
its 1958 line of portables. 

Pocket models 
$49.95. Latter is 
$69.95 with 


cost $39.95 and 
available at 
a leather recharger carry- 
ine ease, which includes two nickel- 
cadmium batteries with 10,000-hour 
playing time potential. 

Portable radio 
(five transistors) and 
transistors). 


also 


$44.95 
(s1x 


models cost 
$59.95 





Community Offers Dealers Kreisler Has "Try It Yourself" 
Six Spring Special Items Display for Colibri Lighters 4 et r 


Jacques Kreisler Manufacturing 
Corp. has prepared a new “6 & 1” 
sur demonstration display for its Colibri 
pte cy lighter lines. 

Unit shows six lighters, plus one 
demonstrator lighter, which customers 
are invited to try out. 

Display, in walnut and oak with 
wrought iron frame, is free with pur- 
chase of assortment No. 161. 

Contact advertising department. 
Jacques Kreisler Manufacturing 
Corp., 9015 Bergenline Ave., North 
Bergen, N. 


Community division of Oneida Ltd. 





Silversmiths is. offering dealers a 


choice of six “spring specials” items, 
including dinner coffee spoons, sauce ANY li hter ha thi 
bow! and ladle, three-piece party set, A Ss 1S... 
four-piece correct service set iced > 
p! : set, 1 PUPIL IItiiiiiiiiiiiiiiiy 
drink spoons and an_  eleven-plece 


hostess salad and dessert serving set 


(in photo), 
All items are gift-wrapped. but the 


(Contact Community division of 


Oneida Ltd. Silversmiths, Oneida, BEATTIE | 

N. YX. A (R \ 
et LIGHTER 
—_ 


Flex-Let Has Motion Display | . ' 
With "Before—After" Theme has this, also! 


BMS 


A WRT? MIRACLE f 


Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 


eee 7 
| When pipe-smokers (or gift-givers) ask “to see a 2 
Klex-Let Corp. has designed a new lighter,” they really mean a BEATTIE JET Biggest Consumer 
motion display showing how both a LIGHTER. It’s designed for enjoying a pipe as it Advertising a 


man’s and lady . neon looks | before should be enjoyed...to smoke tobacco—not matches! 
“after” it has bee dd with a , ' 
= “ee . = : sone Just show a Beattie-Jet in action—and man, 
‘lex-Let watcnband. ' ; ; 
Pe ‘all-col 1) ree ne eer you’ve got a quick sale! Held upright, the Beattie 
tull-color ustration O11 ¢% ‘atc : : ; ; 
" | 1 functions with the conventional flame for cigars and 
first shown on an old band. Then, ' >*4~ 
cigarettes. When tipped slightly, it creates the Outdos Ni 
. . . . . . : _— at ne F 
unique jet flame that aims into the pipe-bowl. - ~ 
Many other selling points too: lighting camp- | NEw YORKER BS 


Beattie History! 


means of a revolving panel, the 
watch is shown with a new Flex-Let 
band. Unit is illuminated. 


Unit comes complete with 5 ladies’ fires and fireplaces; as a little “torch” for small | / oe Bear 
and 5 men’s bands, is offered to jew- soldering jobs; for blackening gunsights; for thaw- | ~ hase bral 
(ariel 


elers with purchase of 24 additional ing out frozen car-locks. se 
bands. . - ~ Get set—with the Beattie-Jet... Start x lous ‘ 
Contact Flex-Let ( Orp., odU Fifth your Holiday buying early to assure * 


ample stock on hand. All Beattie-Jet <pORTS, AEIELD 


Lighters are guaranteed perfect and 


come individually-bored with this | } Fishermar 
| 


NEW 3-LIGHTER DISPLAY! 


(Shipped with any 3 lighters you choose) 


Ave., New York. 


Handling diamonds is a delicate 
matter ... and handling diamond 
customers is just as delicate. A | 7 » Sean Retail: Bleve’e action merchean- 
real, sympathetic understanding of | 3 Effective April 1st; iain . cali Alissa meal 
human beings will often clinch the | from $6.95 to $49.00 only JET-FLAME action! 
sale. Gladys Hannaford has some Sise of display: only 8”x8". 


excellent pointers for you on page 
Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS,INC. Dept. JC — 19 East 48th Street, New York 17 
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The Sheffield 


one-jewel lever 


self-winding watch 


it has a plastic winding bridge, steel pallets and 
a rotor that turns on a ball-bearing 


® DESPITE THE GREAT DEAL of noise about electric 
and electronic watches, the self-winding watch is 
still receiving a great deal of attention from hor- 
ological engineers. A case in point is the new 
watch produced by the Sheffield Watch Co. of 
New York. It is a self winding watch of German 
make and design and it embodies some novel 
principles. A pin set eccentrically near the center 
of oscillation of the weight actuates a cam with 
two pawls that nudge a ratchet in only one direc- 
tion, regardless in which direction the rotor may 
turn. The rotor, incidentally, has a full 360° un- 
interrupted swing, winding with each oscillation 
or even a partial turn. 

The principle is similar to that of the piston of 
a steam locomotive as it drives the big wheel, ex- 
cept that in the case of the watch the power 
source is reversed. Here, the wheel or weight 
supplies the power and the piston shaft, held in 
a guide moves back and forth with each turn of 
the rotor weight. The piston is then designed to 
push an automatic winding wheel. 

Another feature of this watch is that the rotor 
turns on a ball-bearing of six steel balls set into 
a race container. The winding principle of the 
automatic mechanism is shown in the schematic 
Figure I. This shows the rotor A, which is 
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by Henry B. Fried 
r Om 4 Horological Consultant 


mounted on the rotor axle, which is fastened to 
the rotor by a D-hole and secured by the screw- 
nut B. On the lower flange of the winding axle 
is a pin C. This is set off-center on the flange. The 
pin fits into a bearing of the cam-plate frame- 
work D. The cam-plate is slotted so that the ratch- 
et-toothed winding wheel with its neck-groove 
arbor can slip into the slot. Two pawls, F and H, 
pointing clockwise serve to nudge the automatic 
winding wheel G so that its pinion J can turn the 
crown wheel A with which it is engaged. The 
mainspring ratchet wheel L is then turned clock- 
wise and can wind the mainspring. The spring FE 
serves to keep both pawls (F' and H) against the 
automatic winding gear. 


The action 


When the rotor turns, the pin C will either push 
or pull the cam-plate D. In this sequence, the ac- 
tion is a pushing one as indicated by the heavy 
arrow. This causes the paw! H to push the auto- 
matic winding gear G in a clockwise direction. 
During this action, the click F’ will be pushed 
aside as shown in this figure. The cam-plate D 
slides along guided by the groove in the arbor of 
wheel and pinion G-J. Because the wheel and pin- 
ion G-J turn clockwise the pinion engages with 
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Figure 1. The winding principle 
of the Sheffield, one-jewel lever 
watch. The free-turning rotor A 
with its eccentrically set pin C 
causes a piston-like action to the 
cam-piate D. This causes pawl H 
to turn the automatic wind-gear G 
for at least one tooth. The opposite 
pawl F’ is pushed aside by the 
passing, slanted teeth. The pinion 
J, turning clockwise, causes the 
crown wheel K to turn counter and 
thus turns the ratchet L in the 
required clockwise direction, wind- 


ing the mainspring. 


Figure 2. When the rotor turns 
so that the cam-plate J) is pulled 
backwards, the pawl F’ engages a 
tooth of the automatic wheel, mov- 


ing it clockwise. The paw! H in 
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Sheffield’s new one-jewel lever self-winding 


watch embodies novel principles 


the crown wheel which now acts as an intermedi- 
ate wheel in order that the winding may turn the 
ratchet clockwise as shown by the arrow. 

Figure 2 illustrates the alternate sequence. In 
this schematic view, the rotor A is turning clock- 
wise. The pin C, mounted eccentrically on the 
rotor and set into the bearing of the cam-plate D, 
now pulls the cam-plate backwards. This causes 
the pawl! F' to engage the automatic winding gear 
G and nudge it clockwise. (Because the pawls F’ 
and H are both pointed clockwise, they can only 
motivate the wheel in this direction and also serve 
to prevent the wheel from backslipping.) in this 
sequence, the pawl H is pushed aside by the pass- 
ing wheel teeth as shown here. The guide-plate 
under the pinion J helps keep the cam-plate in its 
place as it is moved back and forth, piston-style, 
by the rotor with its eccentric pin C. 

Thus it can be seen that when the rotor turns 
in either direction it causes its pin C to activate 
the cam-plate D much in the manner of a loco- 
motive piston. Also, however this rotor turns, the 
cam-plate will move back and forward. Also, 
whether the cam-plate moves forward or _ back- 
ward, one paw! or the other moves the automatic 
winding wheel, pawl F’ pushing the wheel when 
the cam-plate is pulled and the pawl H pushing 
the wheel G when the cam-plate is pushed. 

While the principle of this mechanism is some- 
what similar to that of the French automatic 
watch, Ultra, it uses a pin instead of Ultra’s two 
jeweled rollers which straddle an eccentric cam 
Set on a rotor axle. Also the use of two separate 
clicks rather than a one-piece pincer-like set of 
pawls, on two long shafts, ensures more positive 
action and greater safety against breaking. 


Automatic winding bridge 


A feature of this watch is that the entire auto- 
matic winding bridge is made of plastic in a one- 
operation mold. In a seven-jewel version of the 
same model, the pin C rides in a jeweled bearing 
set into the cam-plate, while the pivot of the auto- 
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matic winding gear rests in a bronze bushing 
pressed into the plastic bridge. 

Figure 3 shows an exploded view of the gen- 
eral system of assembly and components of this 
winding mechanism. A is the _ ratchet-toothed 
automatic winding gear. B is the neck-groove of 
the wheel with the guide disk just above the neck 
and at the bottom of the pinion leaves. This fits 
into the groove slot of the cam-plate C. The tri- 
angular plate D with its three screws serves to 
keep the cam-plate in place and acts as its yoke 
bridge. The three screws F are fastened into a 
round metal ring which is set into the plastic 
bridge J and acts as part of the automatic wind- 
ing bridge. The pin F' is set off-center on the rotor 
axle G. This axle (G) also serves as a part of the 
ball-bearing race. There are six steel balls, H, 
which serve to bear the oscillating weight, L. The 
upper part of this axle G (here shown facing 
downwards) has a D-shaped shoulder which fits 
into a hole of the corresponding shape and size 
(K) in the oscillating rotor. The end of this axle 
is threaded as shown at N. When the rotor is 
fitted over the axle so that the D-hole is in place 
on the axle-shoulder, the slotted and threaded 
nut M (also shown in Figure 1, B) assembles the 
unit as one piece. It should be tightly secured 
only after assurance that the hole A and the D- 
shoulder just above the threads N are fitted and 
matched perfectly. 

The automatic assembly may be removed as a 
complete unit by removing two screws. which 
secure the plastic bridge to the barrel bridge. 
When the bridge is removed, the entire automatic 
assembly is removed, leaving the rest of the 
watch appearing and operating just as any 
other manual-winding watch. However, the auto- 
matic winding gear A (Figure 3) may become 
loose out of its slot in the cam-plate C, since its 
lower pivot rests in a bushing next to the crown 
wheel in the barrel bridge. 

This is the same watch in which the escapement 
was described in the December issue of JC-K in 
the question and answers columns. It will be re- 
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Figure 3. General schematic view 
of the parts exploded. The three- 
holed yoke D is secured to the 
automatic winding bridge J and 
maintains the cam-plate C in place, 
while allowing sufficient freedom to 
move backwards and forwards. The 
automatic wheel A is shown with 
its necked arbor B, into which 
slides the cam-plate C. The pin F 
fits into the bearing of the cam- 
plate above it. The pin F is set 
into the rotor axle G, which is 
borne by a bearing composed of 

steel balls H. The end of the 
axle has a D-shoulder fitting into 
the hole K. After this the threaded 
end N is secured by the slotted nut 
VW. 


membered that a question was raised regarding 
the possibility of a watch having but one jewel 
being termed a lever. The pallets, it was ex- 
plained, in this case, were made of polished-steel 
pieces instead of rubies as in a jeweled lever. In 
appearance it is just the same as the jeweled lever. 


Servicing the Sheffield 


[It is inadvisable to try to repair individual parts 
of the movement. Rather one should obtain com- 
plete replacement components. The metal com- 
prising the rotor is a heavy-type alloy and is 
consequently not as stiff as some rotor metals. 
This may cause the rotor to bend when the slotted 
nut M (Figure 3) is secured to axle G. In this 
case, the rotor must be checked for alignment and 
for ease of turning without either striking the 
lower plate or the inside back case cover. This 
can be leveled easily by nudging the rotor with a 
pointed pegwood stick in the direction needed to 
bring the rotor back to truth. This can be done 
while the rotor is assembled to the movement, 
using the lower plate as the index guide in equal- 
izing the space between the bottom flange of the 
rotor and the barrel bridge. 

While oiling procedures are the same with this 
watch as with others using pawls as winders for 
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the ratchet-toothed gears, the ball bearing should 
be oiled sparingly, if at all, with light oil. When 
cleaning, make certain that the chemicals will not 
dissolve, soften or distort the plastic. It would be 
a good idea not to include this bridge with the 
other parts when cleaning. Place a little oil on 
the ratchet teeth of the automatic gear and a very 
little on the pawls where the spring EF, (Figures 
1 and 2) makes contact with the pawls, F' and H. 
Also oil lightly the neck-groove B, (Figure 3) so 
that the cam-plate C, (Figure 3) may slide back 
and forth without undue friction. Oil the bearing 
housing the eccentrically placed pin C, using regu- 
lar watch train oil. When assembling, make cer- 
tain that each part works smoothly and easily. 
Test by moving the rotor through one-half turn 
and observing whether the pawls push at least 
one tooth in each direction. Also observe whether 
with each turn of the rotor, the cam-plate has 
a back-and-forward motion and that each of the 
pawls engages the ratchet teeth with equal posi- 
tiveness. 

Test the manual winding action while the auto- 
matic unit is dismantled and again while it is 
assembled. The manual winding should be smooth 
and without too much effort. Notice the action of 
the automatic winding gear at this time. It should 
turn smoothly past both pawls. aan 
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WORKSHOP 
QUESTIONS 


and ANSWERS 


STUDYING WATCHMAKING: I 
have just taken up watchmaking 
as a sideline and hobby. I am 
trying to find literature to help 

skill.—Robert TT. 
Mississippi City, 


further my 
Callaghan, 
Miss. 


Answer: For those who lack 
instruction in watchmaking 
from a qualified teacher, I rec- 
ommend attention to 
good books and periodicals. I 
venture with lack of modesty to 
recommend my own two text- 
books, The Watch Repairers’ 
Manual, which is a standard text 
in many horological schools and 
can be found in many public 
libraries, and Bench Practices 
for Watch Repairers, for more 
advanced students. Other good 
books are Watch and Clock Mak- 
ing and Repairing by Gazeley, 
Watch Repairing by DeCarle, 
and Practical Benchwork for 
Horologists by Levin. Also The 


serious 
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Bulova Watchmaking School 
Manual. For periodicals, I rec- 
ommend JEWELERS’ CIRCULAR- 
KEYSTONE, The Journal of the 
Horological Institute of Amer- 
ica, The American Horologist 
and The British Horological 
Journal. Also, contact your local 
watch parts jobber who can be 
a valuable guide in your studies. 
* * K 
LEAVING JEWELS ASSEMBLED: In 
one of your articles on ultra- 
sonics, you say jewels that are 
dis-assembled “roll with the 
punch” and don’t clean as well 
as those that are left assembled 
in the movement. I find it hard 
to believe assembled shock units 
would be cleaned without being 
taken apart. Everything else is 
crystal-clear in your excellent 
articles except this shock-proof 
jewel cleaning. Can you help 
me ?—Hafkin’s, Trenton, N. J. 


Answer: In my experience 
with ultrasonic units, I have 
found in any number of cases 
that when I took shock-proof 
jewels such as Incabloc out of 
their bridges, placed them loose 
in the bottom of the container 
and subjected them to ultrasonic 
vibrations (cavitation), they 
did not become clean. But when 
they were left assembled, they 
cleaned very well. Then I made 
some experiments. When I took 
them apart and held them rigid- 
ly in a pair of stout tweezers 
while immersed in the ultrasonic 
bath, they very well. 
When I wedged them under 
heavy pieces in the cups so that 
they couldn’t “buzz” during the 
ultrasonic cavitation, they be- 
came clean. And when I took 
the cap jewel off, leaving the 
hole jewel with its setting in the 
bridge and plates, the hole jewel 
became clean although the loose 
cap jewel did not. (The loose 
jewels needed some rigid sup- 
port while the sub-microscopic 
scrubbing took place. I theorized 
that this scrubbing couldn’t ef- 
fectively be done while the 


cleaned 


jewels were loose to move along 


with the scrubbing.) Summing 
up my experience: jewels will 
become clean if you leave them 
in, using ultrasonics. I'd leave 
them there and just remove the 
cap jewel momentarily to place 
the oil on it afterwards. 
* * * 

SYNTHETIC OILS: Since the ad- 
vent of synthetic oils we have 
yet to find a brand that meets 
our needs completely. They dry 
out during our hot and dry sum- 
mer weather. Can you recom- 
mend two or three brands which 
you feel are suitable for our 
climate and altitude?—Lehman 
Jewelers, Fort Morgan, Colo. 


Answer: All of the newer oils 
of synthetic origin should serve 
you well. I suggest you try the 
new Longines LO 125, the Elgin 
M 56b, the Hamilton PML 79 
and one of the natural oils such 
as Moebus, Nye’s or Kelly oil. 
Longines states that its oil 
showed no change in viscosity 
or evaporation when tested at 
S0C (122°F) in the presence of 
copper and iron in powdered 
form and while being subjected 
to an oxygen stream. I suspect 
that your cleaning methods are 
at fault—not the oil. Use fresh 
cleaning and rinsing solutions. 
Also, try pegwooding the sur- 
faces and jewel holes where oil 
will be applied. 

: *s 

“MYSTERY CLOCK’: I am inter- 
ested in making a ‘Mystery 
Clock” for display in my win- 
dow. I heard of one in which two 
hands rotated on a clear piece 
of plastic or glass. How was the 
movement concealed or how did 
it work ?—H. C. Lawrence, Mil- 
waukee, Wis. 


Answer: These attention- get- 
ting timepieces are not difficult 
to make. Some time ago Life 
magazine went overboard about 
some South American who “in- 
vented”’ one and asked $200,000 
for his “invention.” Immediate- 
ly more than 200 people wrote 
in, informing the editor of prior 

(please turn to page 170) 
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WATCHMASTER 
(Tape Model) 


Ay @) V é TeEaQTUTLe The in 


-~ 
Ca raTrea r pr v [ - 
ic + e without ourse 
‘aa ‘ VICE 
ntime record 
r 10 aot watches. Watch 
holder tor drum model] 
cased move 
men : Detac 
‘ rophone and hairs . 
vibrat re watchhold 





ELIMAG 
Removes all magnetic ettects 
trom any watch or parts ina 
PIVOTMASTER 


Straiahtens 9 out of 
1O bent pivot . Valu- 
able for inspection. 





ULTRASONIC 
Watch Cleaner 


Cleans. rinses. dries in one 
° ~~ 
cabinet. Cleans several 


watches at one time, scour- 

. ” 4 . . i « “| 2 4 boobs ane : : rt aft ; * 1 
ing dust, dirt, dried oil away Odd-beat watches print straight 
in seconds. Magnetizeable on-time records. Calibrated chart 
particles cannot re-circulate paper for dependable analysis. 
. " . ' a 
in solution. Rarely necessary Has same watchholder as taps 


to take watch train apart. 
Fast, thorough, 


THE PROFIT LINE BECAUSE Anmerican Time Products 
has never manufactured for the watchmaker any instrument that hasn’t 
demonstrated its ability to pay for itself quickly in extra profits ... 
through time, labor and money saved. Customer good-will, business 
prestige and minimizing embarrassing “call-backs” through better work 


are additional values. 


Those who through the years, have known the WatchMaster (pioneer 
of watch-rate printing instruments) can confirm these statements. They 
realize the advantages of the machine’s lorg life and low maintenance 
cost, facts which are now true with the entire WatchMaster line. 


' ° ° 
, American Time Products, Inc. 


580 Fifth Avenue, New York 


> 
IMasfer line 
” line 


WATCHMASTER 
(Drum Model) 


model. Same guaranteed accuracy 


safe. of | part in 100,000. 























Gentlemen: Please arrange a demonstration at our 
bench (for the instruments checked). 
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American Time Products, Inc. 
980 Fifth Avenue, New York 36, N. Y. 


_— 


! } Ultrasonic Watch and Jewelry Cleaner 
_} WatchMaster (Tape model) 

[] WatchMaster (Drum model) 

[] Elimag (Watch Demagnetizer) 

. [] Pivot-Master (Pivot-straightener} 
: 

' 

i 

' 

' 

' 

' 


Name _—— : eee - 


Store : ae a 
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QUESTIONS & ANSWERS 
(continued from page 168) 
knowledge and offering to sell 
the “recipe” at a lower price. 
The principle is rather simple. 
In the counterpoise of each large 
hand there is a small 6-size 
watch movement with a heavy 
weight on the hour wheel tube 
of the movement of the hour 
hand and a heavy weight 
on the cannon pinion of the 
movement that will be in the 
counterpoise of the minute hand. 
The weight is proportioned so 
that when the hands are point- 
ing to the 9 the weight of either 
hand is at right angles, pointing 
downward to the hand. In other 
words, the weights 
hands in the inner movement 
and as these move (counter- 
clockwise, being turned around) 


serve as 


they will upset the delicate coun- 
terbalance of the big hand and 
this will change its position on 
or around the dial. Thus at half 
past 6, the tips of the big hands 
overweight the counterpoise as 


NEW FROM 


the weight will be moved farth- 
est towards the center of each 
hand. At 6 o’clock, the weight 
on the minute hand will be 
farthest while the weight on the 
hour-hand movement will be 
nearest the center. The follow- 
ing drawings should make this 


much clearer. It is only neces- 


sary to place the movements in 
the counterpoise of each hand so 
that these are not seen. If a 


good bushing is provided, the 


minute hand can ride, of course, 
inside the hour-hand 
Also make certain that they are 
both regulated or rated equally, 
or one hand will gain on the 
other. The figures below 
the “clock” al both 9 o'clock and 
at half-past 3. Notice that at all 
times the counterweights on 
both hands are always in their 
How- 
ever also notice that the distance 
from the center of the hand to 
the outer portion of the weight 
varies according to the position 


piping. 


show 


lowest possible position 


on the dial. By studying this, 
able to understand 
the svstem thoroughly. The littl 
sticks at the outer-parts of the 
counterpolses can be used as the 


you will be 


winding stems for both watches 


SETTING A MOON DISC: Is there 
any particular method of setting 
up the moon dise on a clock? | 
have an old English clock with 
this feature, and while I can 
move the dise so that it looks 





HANDCRAFTED FAMILY ROSARY SETS 


Nielkraft artisans, working with sterling silver, crystal, 
pearls and jet, have fashioned exquisite rosaries for every 
member of the family. Build your religious jewelry section 
around this new gift item, designed to be sold in sets of six. 
The attractive gift box is equipped with an easel, and is 


easily set up as a) 


oy % by eg a re a 
Bid ope a, 
J 
ty, pn ees Pabe? 











right, | am wondering whether 
it will be in- synchronization 
with the actual movements of 
the moon.—Jay Jewelers, 
Angeles, Calif. 


Los 


Answer: No, there is no par- 
ticular trick in setting up the 
these 
discs 


phase of any of 
Both the 
are usually identical. They gen- 
erally have 59 notches or teeth. 
The moon cycle is approximately 
2914 days and this disc with its 
59 teeth makes just about the 
correct combination when 
worked off a pin on the hour 
wheel. Consult calendar 
for the proper the 
moon at the time you move it. 
The jump spring will give with 
a slight movement of the disc. 
However, if the pin on the hour 
wheel is close by the conjunction 
with the disc, do not force it as 
you may break the pin. Rather, 
move the hands so that 
sibe contact with the pin is made 


moon 


clocks. ends of 


your 
phase of 


ho pos- 


“PERK”: I have been hearing a 
lot about a rinsing chemical 
called “‘Perk.”’ Do you know any- 
thing about it? Just why is it 
supposed to be good? Is it safe 
to use? Where can I get some? 
—E. Schwetzer, Oil City, Pa. 


Answer: “Perk” is a trade 
name used by Stauffer Chemical 
Co. for chlorinated hydrocarbon 
tetrachlorethylene. Other names 
for it are Perchlorethylene (Dow 
Chemical and Pehrelene (Du 
Pont). It also is known as 
CCl.:CCl.. It has a comparative- 
ly high boiling point (250°F), 
is much heavier than water with 
a specific gravity of 1.62, is non- 
flammable, has a vapor pressure 
of 21 mm of mercury for 80°F 
and is safe at 200 parts of vapor 
for one million of air for expo- 
sure over an average working 
day. In other words, it is non- 
flammable, hardly toxic as com- 
carbon-tetrachloride 
concentration of 


pared to 
whose vapor 


safe limits is only 25 parts per 








before moving the moon disc. (Please turn to page 173) 
SINCE 1887 
a 

| BOWMAN TECHNICAL SCHOOL! 
Courses in Watchmaking, Engraving end Jewelry Repairing 
Bowman graduates pass t Certified Master Watchmaker test H. I 

of A., or any State Board exminations 

Mr. Jeweler: You should encourage young men to take this training. We 


never have enough graduates to 


Bowman Schoo 


Write for free book 
jewelry 


many finest 


supply the demand The 
graduates 

‘*Your Future 
businesses have been 


and Our School’’ 
built on thorough 


best jobs await 


which shows how 
Bowman 








Training 


John J. Bowman, 
Director 





| BOWMAN TECHNICAL SCHOOL 


| Bowman Building, Lancaster, Pa. 


Charles Ezra Bowman, 





Courses Approved for Veterans & State Rehabilitation Programs 


Registrar 

















ORIGINAL 80 
PAT. | 2 


PEND. ~— 


Everlasting, 








hogany or 





OF YOUR 


© CUSTOMERS | 
HAVE OLD WATCHES! | 


GUIDE THEM TO AN “ORIGINAL” 


TREASURE DOME :::' 


® NATIONALLY ADVERTISED 
break-resistant crystal 
dome with base in choice of ebony, ma- 
blonde polished hardwood. | 
Makes sentiment practical ...an heirloom || 
watch becomes a useful, modern timepiece. 
(Bring old watches out of hiding... cre- 
ate extra repair jobs.) 

AVAILABLE AT YOUR JOBBERS OR SUPPLY HOUSE 
Mfd. by: CAROL BEATTY, 7410 Santa Monica Bivd., L.A., Calif. 








® PROVEN SALES 
clear 














$4.00 


KEYSTONE 
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PROTECTED Profits 
PROTECTED Distribution 


Write for the 
availability of a 
Authorized 
Agency in your 
community. 


HOLZER WATCH CO. 


501 FIFTH AVE... 


Pe. ee Ge, 








Use JC-K 


Classified Section 


for 


Best Results 














HAVING 
TROUBLE 

SIZING 
WATCH 

BANDS? 


QUIT HORSING AROUND — GET A DYNA-SAW! 


No more Guesswork! No more Filing! No more 
Shearing or Crushing. Dyna-Saw’s foolproof ac- 
tion automatically measures and custom-sizes 
watch bands in one minute fiat! Helps cut your 
inventory—you can stock %” width bands only, 
and size them quickly to any watch. Dyna-Saw 
leaves uniform factory-finish on ALL shapes... 
ALL metals, including TOUGH STAINLESS STEEL 
Only $15.95. Order from your watch materiai 


supply house. 


For full details, write to... 


HAMMEL RIGLANDER AND COMPANY, INC. 


Box 100, Madison Square Station + 


New York 10, N. Y. 





The VS-390 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 


The simplest, fastest and most economical machine to operate 

The most versatile microphone for every application 

The one machine with unfailing accuracy under al! conditions 

Vibrograf is used in the finest schools of watchmaking and 

used as an example in the great textbooks of horology 

Eight out of ten watches you repair or sell were made and timed on Vibrograf 
Nation-wide sales and service—unconditionally guaranteed 


Mail this coupon today 


Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 


["] Arrange a demonstration at my work bench C) Please send additional information 


NAME 





ADDRESS 





CITY 











increase profits by 
Engraving your own Jewelry 


Special Multi-Grip © 

vise holds articles of ® 
any shape. Inexpensive ® 
CNP-) Panto-Engraver ° 
cuts sharp and clean in ° 
stainiess steel, gold, silver, other metals. ° 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraver .. . 

Cuts medallion, ring and jewelry dies, 
steel stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 


signs, efc. 
Medel 2D-5 


Model CNP.J 


A Full Line 
of 


Engraving 
Equipment 


an 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 


Write for complete details and prices. 
For immediate attention write dwectly 
to manufacturer below. Ask for nearest 
representative. 


TRADE MARK 





H. P. Preis Engraviag Machine Co. 
657 U. S$. Highway 22 Hiliside, N. J. 








WATCH REPAIR 


Dependable « Fast * Economical 


Over a Quarter-Century 
of Service 
* 


Watches Insured and Safeguarded 


in Holmes-Protected Vaults 


+ 
All Work Watchmaster-Tested 
© 


Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 


| correct 





ACONG@ 


THE GUARANTEED WATCH CROWN 


’ Y : np 
ACON watcu crown co. 
50 Eldridge St., New York 2, N. Y 
Manvtacturers of Gold Filled Crowns | 
Complete line including woaterproofs 
Sold through Wholesalers & Jobbers 


We repair Chronographs & Stain- 
less Steel s. We make coil 
springs for watch cases. 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 2, Illinois 
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Questions & Answers 

171) 
million of air over an eight-hour 
day exposure. It does not boil 
below the boiling point of water, 
so that heat will not cause it to 
evaporate. Being heavier than 
water it has a greater washing 
impact. It is a good grease cut- 
ter. A detailed report will be 
made here next month on all 
such chemicals and their specifi- 
cations. 


(Continued from page 


BOOK REVIEW 


GEM MATERIALS DATA Book. 

Compiled by Charles J. Par- 
C.G., F.G.A., and Ed- 
ward J. Soukup, C.G., F.G.A. 


SONS, 


All members of the vast army 
of gemmologists, professional 
and amateur, will want this 36- 
page book. 

In handy tabular form it gives 
the facts about the world’s gems 
—more facts probably than can 


be found elsewhere in so brief 


a space. The bulk of the in- 
formation appears in a “master 
data list.”” This gives species, 
color, transparency, luster, re- 
fractive index, birefringence, 
crystal system, optic character, 
dispersion, pleochroism, specific 
gravity, hardness, general char- 
acteristics. 


For quick identification of 


_ gems a number of tables are ap- 


pended. One of these gives the 
pronunciation of gem 
and mineral names that are 
often mispronounced (some of 
them may surprise even the pro- 
fessional). And one lists “‘false’”’ 
gem names, like “African jade’’ 
and “‘black diamond.”’ 

The paper bound, 
opens vertically and measures 
9 in. by 12 in. It is published by 
Gems & Minerals, P. O. Box 687, 
Mentone, Calif. It sells for $2 
list, and is available to dealers 
and suppliers to the jewelry 
trade at regular trade discounts. 


book is 


i 
| 
i 
' 








7| NEWALL’S MODERN 
ew MATERIAL ASSORTMENTS 


FOR THE WATCHMAKER 


Priced Well Under The Cost of Individua! 


Parts to Save You Money 


INCABLOC MATERIAL 


Our latest assortment in a 12 bottle cabinet. Con- 
tains 3 each of the 3 best sizes of upper and lower 
springs, 4 unset cap jewels and 5 balance jewels in 
settings, a total of 18 pieces in all. The new small 
sizes used for 6FC Wittnauer, Universal, Tissot 
and Girard Perregaux are included 


Asst. $702A Each $6.75 


A. S. 1361 AUTOMATIC PARTS 
REPAIR KIT 


One each of the 12 best Automatic parts in a hand- 
some leatherette cabinet with chart. Used for over 
35 different calibers which are basically A.S. 1361. 
Every popular automatic part included: axles, wheels, 
clicks, springs, etc 


Asst. $2000 Each $8.00 














| c——mnenel 

Write for 

full information 
and free samples 


JULES BOREL & CO. 


800 Crawford Bidg., Kansas City, Mo. 


) bs CROWNS 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 
Students may enrol! at any time of the yeor 




















DIAMONT mat year experience 
buver and assorting selecting stone 
for rings and pieces; responsible posi 
tion desired references; part or full 


time N. Xx. Only address h 106% 


RATES AND REGULATIONS care of JC-K 


Remittance in Advance ITAMOND man, number of years’ expe! 


“SITUATION WANTED”—Regular type $2.00 first 25 words; addi- ing sinnee for vaake; BE ordee, ‘with 


tional words, 10 cents per word. Heavy type $7.00; addi- a anufacturer ; reference: 
tional words 25 cents per word. *-K 


“HELP WANTED”—"LINES WANTED”—and “SIDE LINES” —Regular type $4.00 met | 
first 25 words; additional words 15 cents per word. Heavy ; a | all phases jews 
type $7.00 first 25 words; additional words 25 cents per busin redit, advertising, merch 
word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words: additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- 
fied advertisers will not be delivered. 
® Classified ad form closes 10th of the 

If answers are to be forwarded, 20 cents month preceding date of issue. 


( Vi MOSITTIO? 
® A box number when used in ad counts le, diversified backgro 
extra to cover postage must be enclosed. eee | apable, diversifi Da 7 . 
P on as five words, that is, “Address #13, non A n ire hepa 
No Agency Commission. care of J C-K.” cae sa aed eee rel 
‘ , ‘ : } \ (daress HR 105? 
In answering Box Numbers address envelope “Box —,” care of Jewelers’ . ‘ | 


tlons count as words. 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 
original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 
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so — relocate address . 


\ experience iT 
lume credit jewelry 
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ess 94 care « JIC-K vice and material department Wit JO-kWK 
arge watch company eighteen years; 
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Ly} 


. : nese ground in retailing and jewelry rine 
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T ‘] ‘ MOPTY 4 ears’ experience in all phases of credit 
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, | responsibilit 0 act 


. ; li man to ownel 
NEED ME? Fifteen vears of experi- DIAMOND buyer and assorte! J. mar- married and famil addres 
. ' ae. , 7 ried; 10 years’ experience in Antwerp care of JC-K 
ence presently supervising twelve and New York: seeks position with dia- wi 
units for large chain; under forty; mond or ring house; speaks French and ai mn 
I know I can help you; interested? German; address “TT, 40%2," care of GRADUATE WATCHMAKER, experi 


A +o Jc-K enced estimating, dealing with publi 
contact box “D, 4010." care JC-K. ) ar 


now managing repair department bet 
EXPERIENCED traveling salesman de tor Jewelry Gere; 35, Married, Wines 
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ATTENTION Southern jewelers!! Do you 
TAKE a Ci ble hard we rking manager?” 
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fied 20 years’ experience al li phases married, . lj years retail credit 
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WAT ‘HMAKI R: fa killful workman DIAMOND buver 29. seeks position as 
certified master and registered chrono- d , 
‘wer : buver or right hand man; 10 years ex- 
graph technician can size rings, do -. r | slice an |) eapae 
light jewelry excellent references perience cutting, Duying, selling singte 
ae — ageously ; thirtv vears’. experience =: addre “ oR cuts melees, S1Zes, large stones, plus 
iandising m7 Hy ‘~ 1040” an ‘ TC K . s, three years spe ialiization fancies rood 
' P yo ‘) . . 
(C-K stil knowledge diamond jewelry fourth 
peneration diamond busines top rete! 
PRODUCTION and Factory manager ences Europe and America address 
fully experienced production scheduling “392 eare of JC-lk. 
and control: manufacturing and costing 
ladies’ bridal sets, gents’ rings, princess 
rings: tool room and casting room su- 
DeFVISION ; address. **382.”" care of JC-K 


years experl- 
iat can uSe his 
} 


PERSONABLE young watchmaker, with 
family, wishes situation in store where 
quality is desired: some jewelry repair 
certified master watchmaker, gemology 

fully BOOKKEEPER accountant highly ex- student six years’ experience includ 

and perienced, extremely capable, thorough ing management; would like opportu 

osting knowledge of every phase of jewelry nity to invest or buy good chance for 

princess business : outstanding record : ceekineg }¢ weler who wishes to retire and leave 

super responsible position: address, “S, 4039,” business in good hands: address, “A, 
-K care of JC-K i9°21."' care of JC-K 











DIAMOND man alert capable cCOoOnsele!l 


ous, fine background: many years’ ex 
Derience In the poll hed trade excel 
ent connections and knowledge of local 
ind kKuropean markets, i nterested in 
ponsible position with first class New 
rork City diamond house onfidential 
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ter addres \ Mon4,° = =6care ! 
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i! experience a manager otf credit 
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ent position Superviso! f iis vol 
repair dept of one of South 
rire t ewelers ! maat « «a % I 
ed experience with outstanding 
bye reference permanent 
tion only with good salary inter 
d’ Let's talk it over reply in co! 
nee all letters wil be answered 
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“al highway discount hopping cen 
el operation; will relocate for appre 
ative organizatio! excellent reter 
eric and resume on request contact 
‘ personally ee air-matli wire OT 
elephone (;eorge S. Ric 123 Wasl 
ton St., Kast Orange, N. J 
SUPERVISOR or a Stant to supe! SO! 
arge retall store or mall chain 
Vears In retall jewelry, with better type 
idget and credit stores; directing, su- 


pervising and executing advertising 
motions, directing and training per- 
e] dispersing funds intelligently 
emodeling and planning departments 
qualified diamond and watch buyel 
now classes of merchandise for dura- 
bility and sales potential predictions 
ind business logic usually very accu 
ite ret the job done when given a 
family man, clean habits, 
highest character, thoroughly, honest 
and trustworthy personable and con- 
venial; salary $10,000 annually: no in 
stment at present: address, “]), 4007 
re of JC-K 








Lines Wanted 
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~llolko line of findings, gold, sterling, silver 
ind gold filled; experience with good 
following; eight years’ traveling, New 
York through to North Carolina: ad- 
iress M. 3083,"" care of JC-kK 


NEW ENGLAND-New York Stat Want 
hort, high quality side line; can fur- 


nish entree to better stores: must be 
mall compact line of quality merchan- 
dlise address, “H, 4012,” care of JC-K 


\IEReC; REP with established following 


flice mn (Chicago: travels the Midwest 
ine’ South: looking for lines to. the 
ibber: references address MO, $563,’ 
ire of JC-K 


ESTABLISHED salesman representing 
major nationally advertised line cov- 
ering wholesale jewelers Metropoli- 
tan New York and vicinity, desires 
additional high quality line; ad- 


dress, “G, 4029.” care of JC-K. 


WitlLl. knowr ‘ 
With large jobb 
to Coast, desire 
or costume watches of reliable manu 
facture! address \I he Care ol 
J(-K 


th Ave SaieS association 
er following trom Coast 
line of costume jewelry 


MANUFACTURERS representative with 
excellent following among Southern 1 


tail jeweler wants line or lines al 
replies answered; only reputable firms 
considered iddress, “M Tine care rf 


JC-K 


TENAS, OKLAHOMA, LOUISIANA AN 


ARKANSAS. representatlo avallable 

write Tola Tumbleweeds, Southwestern 
Jewelry Traveling Men's Association, 
c/o David Shapiro, Executive Director 
1710 Jackson St Dallas Texa 


EAST COAST representative; strong 
personal following with wholesalers, 
exhibitor at all trade shows; pres- 
ently carrying top acceptance line 
of pearls; interested in non-confliet- 
ing line: address “W.. 4008.” care 


JC-k. 


WANT a good line ot religtk 
and kindred line in Los Angele or sur- 
rounding 


medals 


territory well acquainted 

with the business when it comes to 
ales; have been in jewelry business 25 
vears will accept a draw and commis 
sion iddress, “R, 4018," care of JC-K 
SALESMAN: 25 years’ experience on Pa- 
cific Coast selling to jewelers whole- 
alers and department stores whole- 
al lines from Denver west retail 
lines for California, Arizona, Nevada 
only strong following: excellent refer- 
ences iddress ‘A, 4003," care of JC-K 


ATTENTION MANUFACTURERS—if 
you are not getting your share of the 
jewelry business in the South answer 
this advertisement; successful 
Southern manufacturers representa- 
tive intensively covering jobbers, 
premium outlets, large chains, etc., 
wants one additional volume poten- 
tial line; excellent references; main- 
tain Atlanta office; available for in- 
terview in April, anywhere in United 
States; address, “K, 4017,” care 
of JCK. 


TOP notch sales representative; avail- 
able at once; one of the outstand- 
ing names on the road: 30 vears 
selling to the jobber, credit, dis- 
count, large retail and department 
stores; has most powerful connec- 
tions in the country; desires solid 
gold, platinum, diamond lines, trav- 
eling clocks, watches, promotion 
merchandise and emblem lines; if 
you have a strong line, this is an ex- 
cellent opportunity; commission 
basis: please contact me; address, 


“IT, 4020,” care of JC-K. 








Side Lines 


SALESMAN who could use a side line 
a nice wedding ring line state terri 
tory you now cover: address, “S, 402% 
care of JC-K. 


WELL established salesman now calling 
on wholesalers and jobbers, wants line 
for midwest territory (Chicago office 
address, “J, 4048,” care of JC-K 


MANUFACTURERS of complete vold 
wedding ring line nation wide ail 
order following: commission basis: ad 
dress “K., 3560," care of JC-K 


-“ 


IANUFACTURER (not wholesaler) of 
a top line of 14K movable, ete., small 
and large charms, seeks Chicago sales- 
man covering Middle West priced for 
quantity users: catalog address “M, 
1063," care of JC-K 





SALESMEN wanted for South, Southeast 
and Middlewest to carry line of gold 


ind platinum mountings for manufas 
turer established 30 vears with hun- 
dreds of accounts ldress ] su 


ire of JC-K 


Slt LINE salesman in established 
mountain states territory, who calls o! 
ewelers and department stores to Sé 

coOmmiiss10o! basis Ine Oot Steriins 
iver address VW $006," care 
i(C-K 

SALESMAN rry manufacture! r 
of ladi« l4k ne rings, 14K er é 
to the jobbers and chal ores on con 
mission (hicage il for Pa 
( ist reference aqdaress . 

re of JC-K 

SALESME wit! f owing wanted for 
broad line of men’s and ladies 
folds () mi! lO! references and 
personal iInformatior desired Silor 
Products [rie 06 Elm St., Ci ! 
nati (rn 


SALESMAN for quality watch line with 
following among retail jewelers; two 
excellent territories open; South, 
West Coast; liberal draw; full par- 
ticulars first letter; replies confi- 
dential; address “F., 4042,” care 
of JC-k. 


SALESMAN with established territory t 


the retail jewelry stores to carry iine 
of 14K ladies’ and gents’ stone rings 
dinner rings, pearl rings, cuff links 
commission, state experience, reference 


.ddress (* 564 care « 


MANUFACTURER specializing popular 
wants representa 
tion all territories except N. J ih 
‘ity, EH nationally known 
enjoying fine reputation medium of our 


catalogue we seek men who travel 
iddress “‘S 598." eare of JC-K 

SALESMEN alling on retailers, religi- 
ous goods dealers we are manutfae 
turers of neck chains all qualities 
small compact  lIine competitively 
priced; good repeat business; full com 
mission on mall orders iddress > 
1055." eare of JC-K 


SALESMAN for prestige watch line 
with retail jeweler following; two 
choice territories available; (1) 
New England, (2) New Jersey and 
Pennsylvania; better than average 
draw; give particulars first letter; 
replies confidential; address, “F, 


1041.’ care JC-K. 


SALESMEN wanted tapered watcl 
bands: short, compact line; presently 
used by famous watch houses; for Met 
ropolitan Chicago, Midwest, Ohio, In 
diana Michigan, Metropolitan New 
York we want men with a following 
of better jewelers; address, “J, 4059 
care of JC-K 


WEST COAST salesman, with experience 
residing either in San Francisco or Lo 
Angeles, traveling through far West 
to carry set ladies’ diamond watches 
and platinum and gold cases and at 
tachments selling wholesale jewele! 
and jobbers address, ““L, 4049,” care 
of JC-K 


SALESMEN wanted—all sections, with 
extensive following among jewelry 
stores, small manufacturers and re- 
pairers, with a complete and na- 
tionally known line of gold, gold- 
filled and silver findings; send for 
catalog: National Findings Corp., 
125 W. 45th St... New York 36, N.Y.. 
Judson 6-4842. 
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(Continued from page 175) 


NATIONALLY known manufacturers 
of fimest quality 14K charm, pin, 
earring originals, has opening in 
East coast territory; top man only, 
with established following and prov- 
en sales record with finest retail and 
department stores; must have excel- 
lent references; may carry one non- 
conflicting line; commission basis; 


address, “D396,” care of JC-K. 


Help Wanted 





OUR message too important for this 
small space. See Display Ad, page 
158. 


WATCHMAKER; must be A-l me- 
chanic and experienced; permanent 
position; good salary; Holman Jew- 


elers, Norwalk. Ohio. 


JEWELRY REPAIRMAN (large Vir- 
ginia Town) for busy trade shop: good 
opportunity for man desiring change 
write fully to, “D, 4005,” care of JC-K 


JEWELER: first class experienced jewel- 
er and setter; some light special or- 
ders; permanent position Iowa ad- 
dress, “R, 4036," care of JC-K 


SUCCESSFUL manufacturer of rings: es- 
tablished 30 years, seeks salesmar part 
ner with large following address “M 
4075,"" care of JC-K 


MANUFACTURER terlineg liver novel- 

- for over 30 ye: . has established 

of retired salesman open on the 

coast; commission basis: address 
1044,"" care of JC-K 


SALESMEN WANTED ample draw 

against commission; earnings possible 
Im excess of $12.000.00 yearly (*roton 
Watch Co., 404 Fourth Ave... New York 
16, N. Y 


SALESMEN WANTED sidelines: one 
small bag as sideline: no draw must 
call on jewelers only; Arpeggio Watch 
("oO Division of Croton Watch Co., 404 
Fourth Avenue, New York 16. N. ¥ 


EWELER good mechani witl some 
Knowledge of supervising a small shop 
fine opportunity for a capable man: 


address S, 4027. 


ENGRAVER and jewele! P i\ 
ind experience salary 
29,000, trade shop 
Bowe n, 216 Wall 
Virginia 


iddres 


Building, 


Lynchburg 


SALESMAN for Pittsburgh and Tri- 
State area; established accounts: 
Admark line of Scarab jewelry and 
Dise Jewelry; Admark. 714 Sansom 
St.. Phila. 6, Penna. 


WATCH importer desires experienced 
man to lay out watch fittings and 
fill orders: full information and ref- 
erences first letter; Favre-Leuba 
Watch & Chronometer Co.. Ine.. 
665 Fifth Ave... New York 22. N. Y. 


SALESMAN for Chicago and Midwest; 
ealling on retail jewelers: America’s 
most comprehensive and best known 
line of Searab jewelry, dise jewelry 
and money clips; Admark, 714 San- 
some St., Phila. 6, Pa. 

SALESMEN: for well established manu- 
facturer of top quality plastic ring and 
watch es to call on the jewelry 
trade objection to another non- 
competitive line addre S 111,” 
care of JC-K 
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FIRST class jeweler to do diamond work 
from design and some repair work in 
old established retail firm: salary and 
working conditions satisfactory ; George 
W. Frost & Son, 1129 Clinton Ave., Irv- 
ington, N. J. 


WATCHMAKER, experienced: five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter; address “R, 2165," care 
of JC-K. 


SALESMEN with non-conflicting line: go- 
ing direct to retailers; wanted by man- 
ufacturer of fine Gold, gold filled and 
sterling ladies’ jewelry; strictly com- 
mission basis: advise states covered, 
line carried and experience address, 
“S, 4004,” care of JC-K 


RETAIL salesman for high type Wis- 
consin credit Jewelry store: splen- 
did opportunity for nice appearing, per- 
sonable, top flight salesman; include 
references, picture, salary desired, ex- 
perience and other details in first letter 
address, “‘G., 3629,” care of JC-K 


MASTER jeweler-setter for exclusive re- 
tail jewelry firm in beautiful San Juan, 
Puerto Rico: year round summer clim- 
ate; two weeks paid vacation annually; 
desire creative ability and long Euro- 
pean type experience; write Box 1458, 


San Juan, P. R. 


DIAMOND setter and jewelry repairman 
for volume retail store: must be top 
workman capable of handling variety 
of work: daylight, air-conditioned shop; 
six dav week; Write Norman Gordon 
515 Cravens Bldg., Oklahoma City 
Oklahoma. 


TWO aggressive and top notch jew- 
elry salesmen accustomed to high 
‘arnings; to sell our nationally 
known and diversified line of dia- 
mond jewelry: for territories open 
see display advertising on page 155: 
David Kerp Co.. Ine... 31 W. 47th 
St.. New York 36. N. Y. 


’ 


exc 


usive 
Sar Juat 


MASTER watchmaker for 
ewelry § firn in beautiful 
Puerto Rico summer climate year 
round two weeks paid vacation ar 
nually: $125.00 per weel top job for 

and top 
r lientele write Rox 145% San Juar 


Puerto Rico 


tor manh isant conditions 


experienced with In 
diana icense permanent positior 
straight salary: pleasant working con- 
ditions, employees benefits opportunity 
for advancement: sales experience help- 
ful: send photograph or snapshot: list 
aualifications and references in first 
etter: address “H, 3561,’ care of JC-K 


WATCHMAKER 


WATCHMAKER growing suburban 
jewelry store looking for conscientious 
watchmaker who is interested in taking 
full responsibility for watch renair de- 
partment: unusual opportunity for right 
man: salary open depending on quali 
fications: address “D 3569," care of 
JC-K 

SALESMAN wanted, who is free to 
travel extensively; we have the ac- 
counts so experience in traveling is 
our primary concern; ours is a fine. 
well established line with good earn- 
ings on a draw against commission 
basis; send resume of experience: 


address, “H, 4014.” care of JC-K. 


DIAMOND-setter and jewelry repair: 
permanent position in three gener- 
ation progressive iewelers; present 
jeweler retiring after 40 years ex- 
perience; give details and refer- 
ences so personal interview can be 
arranged; Morris Tewelers, 501 
Austin Ave., Waco, Texas. 


SALESMAN for New York City and 
metropolitan area, to carry line of 
charms, bracelets, brooches, earrings, 
tie clips, cuff links, money clips, key 
chains, other items; we manufacture 
the above in 14K. sterling and gold- 
filled; good opportunity for right man; 
selling now to finest stores addres “>. 
$051," eare of JC-K 


MALE: Buyer, promotional and ad- 
vertising manager; must have ac- 
tual experience complete supervi- 
sion and knowledge; large credit 
retail jewelry establishment for per- 
manent position; high salary plus 
percentage of profits (no invest- 
ment) contract available; please 
state age, experience and other de- 
tails; replies confidential; address 
“W. 4019.” care of JC-K. 


SALESMAN to represent Preisner 
Silver Company; sterling and art 
Silver Company plated hollowware 
in the smaller towns and cities of 
California, Oregon, Washington, 
Idaho, Montana, Utah, Colorado and 
Nevada; no objection to non-con- 
flicting sideline. Reply to Preisner 
Silver Company, P. O. Box 398, 
Wallingford, Connecticut. All re- 
plies held confidential. 


ATCHMAKERS and department Trial 
agers openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country 
old established company seeking only 
men interested in permanent positions 
excellent working conditions; high pay 
experience People’s Watecl 
.< 


mpany 120 Summit St To 


state ave, 
Repair C« 
ledo ()} ) 


LESMEN nationally ki: diamond 
ring house adding to l 

zation requires two 

southern territory : 

‘ngland: men with 


Jlowineg 


Y) 


ri% 
\ ¢ 


i | 


dene 


I 
I 
r 


‘ 
on 
? 
[ 


Je-K 


WE are seeking a top representative, 
who has a strong following among 
the better jewelers and chains in 
the South, Southwest and Middle- 
west: we are one of the leading man- 
ufacturers of an extensive line of 
ladies” and gents’ stone rings, en- 
joving an excellent reputation as 
well as the respect and confidence 
of the best retail jewelers in the 
east: K. S. K. Jewelry Co., Inc., 15 
W. 28th St... New York City. 


WE want the man who is looking to make 
one ‘ change. a right-hand man to 
help run one of the outstanding inde- 
pendent jewelry operations in the coun- 
trv: doing substantial volume, family 
owned business now in 40th year lo- 
cated in Ohio city of 50,000: if you are 
well versed in all phases of the credit 
iewelry business, reply stating quali 
fications: present and previous employ 
ment, salary, age, size of family, busi- 
nes and personal reference iddress 


“nr 64067.’ care of JC-K 


SALESMEIN eastern’s voungest ind 
most aggressive manufacturer of com 
plete line of quality sterling hollow 
ware is now ready to open the follow- 
ing area Midwest, Southwest and 
West: excellent opportunity for aggres- 
sive and producing salesmen: write giv- 
ing full details and experience; all in- 
quiries will be confidential: we are tops 
in the field where quality, variety, style 
and price is a factor: The J. ©. Board- 
man & Co., Silversmiths, 405 Chapel St., 
New Haven, Conn 








¢/ 





SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, lowa 
and Missouri; covered by retired 
representative for thirty-five years; 
line consists of diamond and col- 
ored stones for delivery and is com- 
prehensive, with merchandise aids; 
drawing against commission; reply 
confidentially: M. H. Shiman & 
Co., Inc., 48 W. 48th St., New York 
36, N. Y. 


MONEY MAKING line for jewelry sales- 
men, retail fol owing Sell pate nted 
Vari-Gem ladies’ and gents’ gold stone 
rings; the only stone ring line where 
the retail jeweler himself can _inter- 
change and securely reset a variety of 
birthstones, pearls and onyx stones in 
a Vari-Gem ring in 60 seconds com.- 
pact line; dynamic sales producing 
promotion progran excellent commis 
sion; territories open: New York state, 
Pennsylvania, North Carolina, South 
Carolina, Georgia and Florida pro- 
tected territories; supply references and 
experience: confidential: David Pfeffer 
Co Inc., 106 Fulton St., New York 

“ae = 


(“it 


y, N. } 


For Sale 


Stores, Stocks and Businesses 





JEWELRY ! established 6 years 
entrally located in Hagerstown, Mary 
ind desires to sel complete 1iddress 
N 050 eare ae K 

MIAMI, FLA 100% locatior years 
id $30,000: other interest top 

growth area: clean stock and fixtures 
address i F 1074." eare of JC-k 


BRAIN tumor forces immediat sale of 


modern ‘‘watehmaker and wife” store: 
entral Illinois. county seat once in a 
lifetime opportunity iddress “W. 


1021.”’ care of JC-K 


HIGH profit, small jewelry store in busy 
Southern California City; worth $14 
H00 wi take $11,800 cash due to 
lIness address “J., 3579 ire of 
J(*-K 


YOU'LL. Know the name of this live wire, 
promotion minded, cash-credit store: an 
Institution in Brooklyn evervthing is 
here, step right in: the price is right 
iddre: “G, 3532,” care of JC-K. 


IEWELRY store, downtown Brooklyn: 


rood locatior rent $100: good opportu 
nity for right mar $2500.00 with 
stock J H Nord 20 Clinton St., 
Brooklyn N TR 242 


JEWELERY religious goods, repair de 


partment, $25,000 stock, Food vearly 
sales » room suite Penna. city, owner 
retiring; with property, $70,000 Appl 
("Oo 1836 Euclid, Cleveland, Ohio 


DETROIT, MICHIGAN, cash and credit 
store located in heavy industrial area 


_~ 


volume approximately $75,000 owner 
leaving city priced right: address, “D 
Tie! , eare oft Te . Kk 


UPPER Manhattan jewelry store and 
watch repall established over 10) 
vears reasor ri vears; will sell with 
or Without stock : complete $12,000; ad- 
dress, “391 care of JC-K 


WATCHMASTER: new model G-47, com- 
plete, excellent condition; used three 
months selling for financial reasons, 
$495.00: Christie, 3130 N.W. 4th Place, 
Fort Lauderdale, Florida. 





IRCULAR-KEYSTONE, MARCH 1958 





JEWELRY store and watch repair 
business, Milwaukee, Wis.; repairs, 
$500 month; established 30 years; 
retiring; clean stock and fixtures, 
$5500; address, “U. 4026.” care 
of JC-K. 


JEWELRY store in prosperous southeast 
Wisconsin town; due to illness in fam- 
ily will sacrifice; railway watch in- 
spection;: excellent location: apartment 
above; Mattice Jewelry, 403 E. Lake 
St., Horicon, Wisconsin. 


JEWELRY STORE and watch repair 
beautiful: established 10 years: good 
lease; shopping center; pop 15,000, 
erowing fast: only store in town: bad 
health: Coleman Jewelers, 6020 Demp- 
ster St., Morton Grove, III. 


CASH STORE: 25 years in excellent lo 
cation Southern Michigan City; mod 
ern, air conditioned; $32,000 clean i 
ventory: golden opportunity for credit 
operation: health forces sale: addres: 
“J., 4077," care of JC-K. 

COLUMBUS, OHIO: jewelry store near 


Ohio State University established 13 
vears; most leading lines, fine reputa- 


tion rent $40.00 month $2200 for 
stock and “fixtures retiring address 
“(, 4060," ecare of JC-K 


JEWELRY store for sale: est. 20 vears 
will sacrifice due to death of owner 
make offer: best location, low rent, long 
lease; ideal for watch repairer; write 
Neafach’s Jewelers, 141 W. Main St 
Somerset, Pa 


ATTENTION: good ambitious watch- 
makers are you interested in well es- 
tablished business? Located in center 


of city; low rent climate best in 
tl’. S. A.: owner wishes to retire: eall 


or write, S, 4078, care of JC-K 


CREDIT jewelry store: modern 100 per 
cent location since 1934 volume over 
$150,000.00 can easily reduce inventory 
where total price $30,000.00 cash will 
handle: fixtures included: L County, 
Los Angeles, Calif.; address “H., 4022,” 


- 


ire of JC-K 


MIAMI, Florida: finest, small, ultra mod- 
ern hotel jewelry store in city inven- 
tory fine watches, gold and diamonds; 
can reduce to about $30,000: all cash 
have high class loan dept. with $85,000; 
phone or write owner, Fr 9$-6281, 342 
Riscayne Blvd.; principals only 


lEWELRY store; very modern LOO 
corner location in wealthy Illinois com- 
munity of 80,000: cash store with long 


ease inventory of $65,000: must be 
ash, balance on long terms: owner re- 
tiring: address, “F, 1061." care of 
JC-K 


BEAUTIFUL store in sunny dry South- 
ern California: established 17 years: 
ideal for watchmaker and wife: good 
ocation reasonable lease; inventory 
ind fixtures approximately $15,000 
doctor’s orders; address “B., 4057,” 
are of JC-K. 


MODERN credit jewelry store in fast- 
est growing city in Orange County 
population 60,000 in shopping center 
with all big name stores: long term, 
rood lease: must sell due to other in- 
terests: address “R, 3634," care of 
JC-K. 


VERY modern air-conditioned jewelry 
store in the most beautiful city in cen- 
tral Florida; doing excellent business: 


low rent fast growing community: 
<ood repair department: a real buy, 
$7500: address. “H. 3633." eare of 


JC-K 


JEWELRY STORE: one of Connecticut's 
best, with large gift, small appliance 
and luggage departments, plus greeting 
cards, radios, china and sterling: plenty 
of repairs: $35,000 complete or $10.000 
for business only with all equipment, 
fixtures, etc.; write, “S, 4047,” care of 
JC-K, 








KASTERN Mass. jewelry store, estab- 
lished twelve years; excellent follow- 
ing with unusually good repair busi 
ness: excellent location; main street 
busy manufacturing town; cash store 
innual gross over $17,000; pictures on 
request fine opportunity to expand 
reasonable rent; address, f $065 
eare of JC-K 


BEAUTIFUL store in central Delaware 
good cash and credit business LOOM 
location on main street low rent in- 
cludes floor and wall cases; this has 
been a jewelry store for more than 00 
years; owner selling due to other busi 


ness interests can be purchased to! 
inventory and accounts’ receivable 
terms available to responsible party 
address “S, 4082," care of JC-K 


STORE FIXTURES complete jewelry 
store fixtures to fit a 10-foot store, 4 
wall cases with lights, 4 show cases, 
H4 drawers, air conditioner, lights 
vault this is all in Modern Prima 
Vera Wood, color Mahogany a con 
plete diamond room in Figured Gum 


Wood will sell reasonable, complete 
BD separately will send photograpns 
address, “D 1073 eare of JC-K 


JEWELRY store in downtown kort 


Lauderdale, Fla finest location lease 
as you wish, $100.00 per month; ample 
watch work nationally advertised 
watches and diamonds: clean merchan 
dise $4000.00 cash, $3000.00 on con- 
tract: other interests reason for sell- 
ing: this is an outstanding opportunity 
for someone address, on $046 care 


of JC-K 

CREDIT jewelry store, established 66 
vears in A-l location in Denver, Colo- 
rado: finest fixtures and fully equipped 
optical dept. which may be had for low 
rental to be applied on purchase price 
small inventory; a list of thousands of 
active and paid-up accounts available 
store can be purchased with or without 
accounts receivable; write or wire, Phil 
Kleiger, Kortz Jewelry Co 12) 16th 
St.. Denver, Colo 


SUCCESSFUL jewelry business for 
sale; rare opportunity—widow de- 
sires to sell high type modern jew- 
elry business located in same build- 
ing for over 20 years; located in 
upper Ohio Valley town of 50,000 
population; hub of future chemi- 
cal production center of the coun- 
try: individual of high integrity 
and honest business practices to 
‘arry on the same honest business 
principles that this business was 
built on over past 20 years will be 
given preference; finest lines of 
diamonds, watches, sterling, china; 
purchase of this fine growing busi- 
ness involves investment of approx- 
imately $75,000: address, “F, 
1023.” care of JC-K. 








Business Opportunities 








EVERY EFFORT is made by The Jewel 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict ceé nsorship 
requirements of The Jewelers’ Circular- 
Keustone 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. BRiargate 
1-7303, Chicago 26, Il. 

COLMES BROS.; buyers and liquida- 

tors of jewelry stores; Max Colmes, 

18 Tremont St.. 333, Boston 8. 

Massachusetts. 


(Continued on page 178) 





AMERICA’S foremost jewelry auce- 
tioneer; specializing in complete Watch W ork etc for 
9 "7 


close-outs on a strictly commission 
basis; every sales managed and con- the Trade 
ducted by Faussett; started 1958 
with completion of George W. Hef- 
fernan $500,000 liquidation. Mem- 
phis, Tenn.; one of the nation’s best 
known, reliable jewelers; conclud- 
ing with a trade sale of $100,000 
in precious gems which was at- 
tended by buyers from far and near: 
when reputation is at stake we are 
iti usually called in; ten sales when the 
GORDON BROTHERS, oldest and & — 
: economic barometer was at lowest 
largest cash buyers of complete 
A eRe Ee ae ebb of the century; cash results over 
¥ . ~ Ss § - =~ - acy oe 
—s $2,238.000.00; sales that made aue- 
the country; established in 1903: :; . , . : 
C ' : tion history; advertiser in this pub- 
,ordon Bros., 38 Bromfield St.. aid 
lication more than 40 vears; con- 
Boston, Mass. . ; . 
sult us relative to either selling in 
bulk or public sale; one close-out 
COLMES AND BRILL, auctioneers- after the other, down to the very | 
sales specialists: 45 West 45th St.. in the door during 1957 of old reli- 
N. ¥. C.. over 33 vears successful able firms; Thomas J. Faussett, 
retail or auction sales for jewelers Howell, Michigan. 
throughout the country; highest 
references; see our ad page 162. 





‘aaa eae Wanted to Purchase 
WE want to buy store, or stores, in 
Southeast to expand our chain: if 

You are interested in selling. write DEPENDABLE — fast — economical: 

“FF, 4025.” care of JC-K. watches safe guarded in Holmes 

vaults: all work watch-master test- 

ed; ask for price list or send trial 

order; Ticke Watch Repair. 962 

Flatbush Ave., Brooklyn 26, N. ¥ 


WANTED—Jewelry store in southern . 
city: population 10,000 or more: QUALITY jewelry and watch repair- 
send full particulars to Jack Kirsch. ing skillfully performed; fast, ac- 
731 E. Main St., Richmond, Va. curate service our specialty; your 

trial shipment and inquiry solicited; 
STORE FOR CASH: must Oscar Aron, 62 West 47th St.. New 


‘ 


vith established York, N. Y. 


SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes: used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash: old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora. 1810 Netherwood Ave... Mem- 
phis 14, Tenn. 


SPOT cash for diamonds, watches new 

or old. miscellaneous jewelry: check 

by return mail subject to your ac- 

ceptance; we have unlimited capital 

for this purpose; established since 

1919: for references, Michigan Ave- 

nue National Bank of Chicago and 

Tewelers’ Board of Trade. Harrys 

Elkins & Company, 59 East Madi- 

son Street. Chicago, Illinois, Ran- Special Order Work and 

DO vou need cash? Examine our guar- dolph 6-7390. : 

antee sales method of obtaining at Repairs for the Trade 
least 10% above $ for $ for your CASH in: send us vour watch move- - oll 
surplus stock, after all sales ex- ments. watches, diamonds, old spec- : nee 4: - 
penses; we have accomplished this tacle frames: gold filled scrap, sil- COMPACT mirrors replaces : fast, eco- 
amazing result for over 1000 jewel- ver, gold and any other precious nomical service; mail compact to 
ers in the last ten vears alone; their metals and iewels for highest us; we replace mirror and — 
thankful letters are in our files for prices; we send you a check at once within several days; send no cas ; 
your inspection: wire, write or tele- and hold shipment intact for your we mail C.O.D. unless permeating i 
phone; Manny Silverman of Silver- approval; references; National Bank cified; average replacements 29; 
man Sales Enterprises, 580 Fifth of Commerce, Memphis, Tenn.: we also replace broken mirrors in 
Ave... New York 19, N. Y. Telephone Jewelers’ Board of Trade. Dun & make-up kits, hand a . 
PL 7-4693; see page 113 for addi- Bradstreet. Weinman’s, Dept. K, Enterprise Glass Co., Inc.. ] EB. 
tional details. 108 Beale Ave... Memphis. Tenn. Wavne St., Fort Wayne 2, Ind. 
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Flex-Let Corp 
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JEWELERS VS. DISCOUNTERS 


—A SWISS VIEW 


Last October we asked some pointed questions about 
why discount houses have managed to take over a third 
ot the jewelers’ watch volume and what corrective mea- 
sures could be taken to reverse this trend and safe- 
cuard the jewelers’ watch business in the future. “Are 
high list prices at least partly responsible for the grow- 
ing sale of watches through discount houses?” we asked. 
“Could discount houses quote such fantastic ‘bargains’ 
if list prices were reduced?” 

\n answer to the same sort of question appears In an 
il-page interview with Johannes M. J. Miller, published 
in the current issue of The Swiss Watch and Jewelry 
Journal. Though an editors’ foreword says that Mr. 
Miller's viewpoint is not necessarily that of the Journal, 
the magazine terms Mr. Miller “a scholar. an outsider 
with no direct stake in the watch business.’ and adds. 
“it was precisely for this reason that we singled him out 
as our witness of the momentous trend which seems to 
be reshaping the entire U. S. retail structure.” 

Mr. Miller holds a graduate degree in economics and 
business administration from a Swiss university. While 
working on his doctor’s thesis, which he hopes will con- 
tribute towards a saner and sounder watch trade in 
\merica, he made two journeys to the United States. 
Here he interviewed manufacturers, importers, jewelers 
and other watch sellers, including discounters, from 
coast to coast. 

The lournal asked Mr. Miller. “Do you see any solu- 
tion to the jeweler vs. the discounter problem?” We 
surrender the rest of this page to Mr. Miller’s thought- 
ful response: 

“No single solution will solve the problem for the 
jeweler. But there are two steps which would decisively 
weaken the discounter’s position. 

“First a lowering of list prices of the most popular 
pre-sold [heavily advertised] watches so as to bring 
them closer to the level of discount-house prices. A 
lower profit margin is here certainly justified, because 
those watches have a high turnover rate. while much of 
the selling function has already been performed by the 
manufacturers advertising. 

“If the jeweler is to compete effectively against the 
discount house, he must forego unreasonably high profit 
margins in at least the best-selling models of the _ best- 
selling brands. After all, it is precisely on these profit 
spreads, and on these highly popular watches, that the 
discounters thrive. Describing the operations of a New 
York discounter. Fortune magazine speaks of ‘taking 
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on only fast-moving items, particularly those with a 
markup high enough to allow it (the discount house) 
to undercut the competition on price and still make a 
profit. 

“With a lower markup this would no longer be pos- 
sible. The price difference could be reduced to the 
critical point where merely a single service feature 
e.g, parking space—could swing the scales of consumer 
preference in the direction of the established jeweler. 
The discounter would be deprived of his only hold on 
the watch business, and the jeweler would merely have 
to put up with a justifiably moderate spread on a few 
models. while the remainder of the market—the lesse 
known brands with their high-profit spread—would 
remain in his hands as firmly as ever. 

“This brings me to a second suggestion: Emphasis on 
such lesser known brands, which in turn calls for higher 
standards of salesmanship. The incentive is certainly 
there. 

“Coming back for a moment to the pre-sold brands, 
distributors would find it easier to enforce their dealer 
franchises once list prices are brought down to a realis- 
tic level, as a first step toward eliminating the dis- 
counter from the watch business. 

“The phenomenon of the discounter’s rise to promi- 
nence has been described as the American retailing 
revolution. What I am proposing is not a counter-revo- 
lution, a return to the status quo ante, for profit margins 
on best-selling watches have all along been too high in 
the U. S. I am proposing, rather, a step forward. in 
the right direction, a step in the best interests of the 
American jeweler and the Swiss watch industry. 

“The alternative would be a tendency for the tech- 
niques of watch marketing to run the full gamut from 
the personal services of the jeweler, to the semi-self- 
service of the discount house, to the complete self- 


service of some luxuriously appointed, electronically 


operated, robot-manned sales establishment of the future 
where a handful of pre-sold brands completely dominates 


business. You can draw your own conclusions how this 


would affect the vast majority of Swiss watch manu- 
facturers. 

And U. S. watch manufacturers and importers, as well 
as retail jewelers, can draw their own conclusions. and 
act on them. Lying down, burying our heads in the 
sand and kicking violently about the current state of 
affairs will not correct the present watch situation. The 


time for positive. constructive action is here. 
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HOW TO BUILD A BETTER WATCHBAND 








When cl (,emex watehband IS completed, each one of about 100 people considers 


own creation. That’s the number of men and women who played some part in 


making. And they’re kind of possessive about 


~ 
7 


it. The ycare. Pride in workmanship isa rood ae re 
thing. It becomes part of the product. You can <3 a 


a“ | 
sense it in the glowing perfection of a Gemex. CORPORATION « 
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New SHASTA* 




















SHORELINE” PROFILE* 





For quicker turnover... greater profits feature 


SOLID STAINLESS by ONEIDA 


Unlike ordinary stainless, this heavyweight American-made stainless by Oneida has proven 
sales appeal. Handsome designs, quality workmanship, eye-catching packaging all make 
it your best promotion value. It’s approved and recommended by Good Housekeeping 
[Institute and Parents’ Magazine. And this spring, customers will see it advertised in 
more magazines, in the largest advertising campaign ever—Better Homes and Gardens, 
Good Housekeeping, Living for Young Homemakers, Parents’ Magazine, Bride’s Magazine. 

This beautiful stainless, competitively priced, is a bread-and-butter staple item that 
will walk right off your shelves. Oneida’s efficient wholesale distribution setup assures 


you of fast delivery, helps you eliminate unwieldy, space-consuming large stocks. 
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Nature makes tt carefree... Onetda makes tt beautiful “Xie 
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Tainve® *Vainve®®* 


TRADEMARKS OF ONEIDA LTD.. ONEIDA. B. Y 





